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The illustration of the corner window at 59th St. and 
5th Ave., New York City, shows thé effectiveness. of 
Frink window reflectors in combination with the up- 
ward lighting equipment. Note that the lamps are 
entirely concealed by a system of louvers provided 


for this purpose. The general interior view of the 


store shows the effect of the concealed lighting 
which is arranged at the cornice line on the two 
sides. Over 70 years’ experience with problems of 


illumination is at your service. Feel free to consult us. 
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palmenberg, inc. 


established 1852 


f.. almost eighty years palmenberg 


has followed the fashion trends. 
always dictating, never imitating, the 
new mode in smart display fixtures of 
every character. and through all of 
these years palmenberg has learned 
much about the retailers display 
problems and has done much to help 
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the craftsmen of palmenberg 
incorporate in every creation 
the last word in design, in con- 
struction, in detail---in all, the 
final touch of perfection that 


distinguishes the productions of 


palmenberg. 


























new york---1412 broadway 6 
chicago--26 s. franklin st. 

boston---26 kingston street 

san francisco 


factory and studios 
89-91 west 3rd street 


new york city 
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2616---a display stand for footwear. created in the 
typical palmenberg manner. _ultra-smart combination of 
walnut wood and copper. 


2601---lingerie display that permits proper hang of gar- 
ments to accentuate details. 


2613---sateen and satin covered form. (can also be ob- 
tained with enamel bust). an essential display for 
specialty shops, sturdy construction throughout, finest 
materials. 
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IN THIS ISSUE 


In speaking of utility displays, R. M. 
Angell, display supervisor, New York 
Power & Light Corporation, Albany, N. 
Y., says: “While many utility com- 
panies have not yet adopted a definite 
program for window and store displays, 
because they, unfortunately, have not 
come to realize their tremendous value, 
there is a general trend toward this 
phase of advertising.” Mr. Angell 
speaks with authority on this important 
phase of display merchandising. Read, 
“Let’s Dramatize Utilities,” page 5. 


ewe 


A. Roeder, display director, Wm. H. 
Block Co., Indianapolis, says: ‘Inspira- 
tion on the pike of good displays doesn’t 
just happen. Inspiration is the result 
of alertness, of vision, of recognizing 
a good display idea as ideas pass down 
the pike; of taking that good idea, 
remembering it, adapting it and pro- 
ducing a display worthy of the idea.” 
“Roder’’ is one of America’s outstanding 
display men.. His article, ‘Inspiration 
on the Pike,” is worth reading. Page 8. 


¢- se 


“It’s Fun to Build Exhibits,” at least 
that’s what Leslie Levi, secretary, Ivel 
Displays, New York City, says. When 
you read his article on page 12 you are 
going to agree with him, and, at the 
same time, you are going to learn a 
lot about building display exhibits. 


* * * 


“Tt takes more than sketches to sell 
a window display. Out of the mess of 
competition, the major part of display 
contracts are placed with houses that 
know their business. And those adver- 
tisers who buy window display mate- 
rial without a knowledge of the medium 
soon find their errors—to their sorrow.” 
That statement is just one of many 
contained in that timely article, “What 
Do You Know About Lithographic Dis- 
play Production?” Read it on page 22. 


* * * 


OUR NEXT ISSUE 


Our next issue will be filled with 
timely information on every phase of 
Christmas Displays. Why plan your 
Christmas displays now? Wait until 
October 15. DISPLAY WORLD will 
then give you ideas for:* 

CHRISTMAS BACKGROUNDS 
CHRISTMAS INTERIORS 
CHRISTMAS WINDOWS 
CHRISTMAS CARDS 


BUILDING A REAL TOY DEPART- 
MENT 


XMAS TOY BOOKLET 
XMAS FOR UTILITIES 

XMAS ON THE CONTINENT 
XMAS MERCHANDISE IDEAS 
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ENTER AND WIN YOUR SHARE 


OF THIS $1800 





PRIZE MONEY! 


Hurry! The 1847 Rogers Bros. Window Display Contest 
begins October 19th 


But we want to be sure that every Display 
Manager in stores handling 1847 Rogers Bros. 
knows about this opportunity to pick up some 
extra money—so we’re publishing details here. 


Read them carefully ...then plan a window, 
featuring 1847 Rogers Bros. Silverplate, which 
will bring you one of these worth-while cash 
prizes—42 in ail, totaling $1800! 


The money would come in mighty handy, 
wouldn’t it? Just think—a new radio, perhaps 
... or anew Fall coat for the “Mrs.”. .. or some- 
thing else you’ve been wanting for a long time, 
but just couldn’t find the money for. 


We’ve made this Contest absolutely fair to 
everyone. The size of your town, store or win- 
dow has nothing to do with your chances of 
winning—as you will see from the three sepa- 
rate divisions of prizes, all of the same amounts. 


There are no restrictions whatever as to the 
form of display, or the idea behind it, so long 
as you show 1847 Rogers Bros. Silverplate. You 
may use showcards, backgrounds, any fixtures 
you desire... either of your own invention or 
in the form of display material we will gladly 
furnish you free on request. 

But there is a time limit. So don’t delay! 
Start planning your window right today... 
display it during the period of the Contest... 


send a photograph of it to reach us by not later 
than midnight of November 21st, 1931. And 
here’s hoping that one of these big prize checks 
will bear your name! 


@ Details of 


1847 ROGERS BROS. WINDOW 
DISPLAY CONTEST 


$1800 in Prizes... 42 chances to win! Read 
details carefully, then plan your window 


RULES OF CONTEST 


1. Any dealer handling 1847 Rogers Bros. Silverplate is 
eligible to enter. 

2. Display must feature 1847 Rogers Bros. Silverplate. 
3. Display must appear during part or all of the three- 
week period of the Contest—Oct. 19th to Nov. 7th, 1931. 
4. The contestant for these cash prizes will arrange for 
and supply photograph of his window. There is no re- 
striction as to size of photograph. Snapshots will be 
accepted, but they should be clear enough to show details. 
5. Entry blank supplied by us must be filled in and 
attached to photograph. Be sure to check the class you 
wish to enter. 

6. All photographs must be received before midnight on 
November 21st, 1931. They should be addressed to:~ 


INTERNATIONAL SILVER COMPANY 
Window Contest Dept., Meriden, Conn. 


7. Photographs submitted will become property of the 
International Silver Company. 


8. Decision of the judges will be final. 


Write for your entry blank NOW! 
INTERNATIONAL SILVER COMPANY 


Window Contest Dept., Meriden, Conn. 


September, 1921 
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Right Out of the 
Mail Bag 


DISPLAY WORLD: 

I have followed with interest your “Out of the Mail 
Bag’ column and have noted the many helpful sugges- 
tions you have made to puzzled displaymen. I'll be 
very grateful if you can offer me some suggestions in 
my problem, which I have been unable to solve to my 
entire satisfaction. The problem is this: 

We use silver cardboard cut-outs with our firm 
name, “Weber Stores,” lettered on them in lieu of val- 
ances across the top of our windows. These cardboard 
cut-outs are fastened flush. against the window glass 
but the heat in the windows tends ‘o curl them so that 
they stand away from the window, thereby spoiling 
their entire appearance. I have tried cutting a piece of 
the shade out in the bottom center, glueing it to the 
window and then pasting the shade to the small piece, 
but this doesn’t work out as well as I would like. I 
am looking for a better method. Do you think metal 
frames made to fit the shades would be too expensive? 
Would they be practical? I shall appreciate any sug- 
gestions you may have to offer. 

Hoping that I have made myself clear to you and 
awaiting an early reply, I am yours sincerely, 

GEORGE L. MILLER, 
Astoria, L. I, N. Y. 


ARDBOARD valances, particularly when cut out, 
are not successful due to the fact that the heat 
from the reflectors causes them to curl or warp. The 
same fault will be experienced to a certain degree even 
if a heavy 70 or 90-ply board is used. The only suc- 
cessful method that we know of to overcome this con- 
dition is to use a heavy wallboard, a board at least a 
quarter of an inch thick. Your valance can then be 
cut out, painted with aluminum or silver paint or 
covered with silver foil, fastened on a wooden or a 
metal strip and then hung in place around the top 
of your windows. 

In hanging the cutout letters do not nail or fasten 
them securely in place. Let them hang loosely, then 
if a slight warp or curl occurs it will not be as dam- 
aging as the individual letters or cut-outs will have 
some play. When a group of cut-outs are fastened 
securely to a surface and warp occurs, the pull has a 
tendency to force the other cut-outs out of line. If 
the cut-outs are fastened to the window frame this 
condition will not be encountered, as you will be 
fastening to a solid foundation and any pull on one 
cut-out will not effect another. 

(he most effective method to use to overcome this 
condition would be to have the letters cut from three 
or jour-ply wood or a light veneer. Very little or no 
wary should be encountered with such material, par- 
ticularly if it has been properly dry-kilned. Should 
you decide to fasten your cut-outs in place in a flex- 
ible manner, cut small holes in each corner and hang 
then: on brads or preferably L screw-eyes. The screw- 
eyes will be screwed into the woodwork of the window 
or the valance strip. If this method is employed, be 
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What They Ask and 
What We Think 


cure that the L screweyes are straight, the holes in the 
cut-outs even. This will assure a perfect hanging 
valance. We believe you could have a valance cut 
from wood or wallboard much cheaper than you 
could have metal frames made. Should metal frames 
he made, unless a reinforcement is made at the top 
and bottom, the heat will still have a tendency to cup 
the paper, which might result in its coming out of the 
frames—ot course, this possibility would be reduced 
to the minimum. 

if you do not consider yourself capable of making 
and installing your valance, we suggest that you ccn- 
tact frank Maxwell, The Display Center, 1440 Broad- 
way, New York City. He is equipped to design and 
build all types of displays and we are sure that you 
w.ll find his prices reasonable. 

DISPLAY WORLD: 

A department store, desiring the part time services 
of a displayman, has asked me to give my “price per 
hour.” 

They have been paying the man on the windows $30 
a week. They then had two small side windows and 
an island window. Their two side windows now are 
each 35x5 feet and a fairly large island window. 

Do you think it would be best to charge so much per 
window? I had thought of dividing them into three 
units each. Each window to be changed by me once 
or twice a week. The island window would be a flat 
price and inside displays charged by the hour. The 
store will want neat modern displays. What price per 
window shouid be charged. This is the best store in a 
town of 12,000 to 15,000 population. I realize some dis- 
plays take longer to install than others. 

Should the backgrounds be sold to them, rented, or 
made by the hour using their materials, but my tools? 

FLOYD L. ARMSTRONG, 
Piqua, Ohio. 


UE to the fact that the store in question has until 

recently had a full time displayman whose services 
they have dispensed with and are now asking you to 
estimate on the job of merchandising their displays, 
it will naturally be necessary for you to consider 
very seriously this point before you present your plan 
of display operation. 

You say that they paid the former display man- 
ager $30 a week. It means by their dismissing him 
that they cannot afford a $30 a week man. A free 
lance displayman never receives less than $1.00 per 
hour for actual time spent on a job, that is the mini- 
mum. A good displayman will receive as high as 
$2.00 an hour, $2.00 being the maximum charge for 
the service. However, I do not believe if I were you 
that I would charge the store on an hour basis. You 
will really be their displayman, even though working 
on part time, and you had better charge them per 
(Continued on page 72) 














4 DISPLAY WORLD September, 1031 


PRESTO! A Beautiful and 


Unusual Display...with Billowpak 
the new colored display material 





Display of Kleenex Cleansing Tissues in the Country 
Club Store of Bird’s Drugs, Inc., Kansas City, Mo. 


ILLOWPAK is proving marvelously adaptable 

to attractive display effects. It is astonishingly 

easy to use. With just two paper clips, for instance, 

you can form a beautiful pillar that will support a 
25-pound weight. 

You can make easels, panels, pedestals, back- 
grounds, lamps, translucent screens, floors, cut-outs. 
Practically any desired color harmony or contrast may 
be had. Light and shadow effects are very attractive. 

Startling new effects can also be obtained by using 
silk screen process printing—on the back or front— 
in combinations of colors, or silhouettes in unlimited 
shapes and forms. Or beautiful and unusual results 
can be obtained by fast air-brush painting. You can 
use illustrations which tie up with magazine or out- 
door advertising campaigns. 

Mail coupon and we will be glad to send color 
samples, prices, etc. 


RILLOW PAK 


REG. US. PAT. OFF. AND FOREIGN COUNTRIES 








THE NEW COLORED DISPLAY MATERIAL 


mee 
er ee 


rcoenteem sel 


Half-size photo of Billowpak; comes in rolls 40 
inches wide, 10 yards long, in many colors, rainbow 
effects, marble and interesting seasonal designs. 


Ce ee ae ae 


KIMBERLY-CLARK CORPORATION, Mfrs., Neenah, Wis. 
Address nearest sales office at: 
8 S. Michigan Ave., Chicago 122 E. 42nd St., New York City 


Send samples of Billowpak; colors............... 





Company.. 
Attention of........ 
Address 
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Let’s Dramatize 
Utilities 


By R. M. ANGELL 
DISPLAY SUPERVISOR, 
NEW YORK POWER AND 
LIGHT CORPORATION, 
ALBANY, N. Y. 


HILE many utility companies have not yet 
adopted a definite program for window and 
store displays, because they, unfortunately, 
they have not come to realize their tremendous 

value, there is a general trend toward this phase of 
advertising. 

Because so little real constructive thinking has been 
done, due undoubtedly to the fact that the easiest route 
to take was that of imitating other methods, there have 
been very few real utility displays. In most cases when 
the sales manager wanted the windows trimmed he 
called in a department store man who was a specialist 
in his line. He was expected to, and did, plan a front 
for the utility that made a unique and beautiful spec- 
tacle. He used the same treatment in the utility com- 
pany as he did with his own merchandise—he made an 
appeal through the attractiveness route. The display, 
perhaps, held a colored gas range or a refrigerator 
against a beautiful paneled drape of harmoniously 
colored plush embellished with a basket of flowers or 
a spray at the back; colored lights played on the drape, 
bathing it in rich magenta or cool blue; a card in a neat 
holder carried the message that this appliance could be 
purchased for so much down. 


—Mark Twain speaks through the 
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medium of this “Angell” display— 

































—Automatic refrigeration for modern homes— 






Now tell me, what was there to make a woman desire 
that range or refrigerator? Let’s stop thinking of our 
appliances as something complete in themselves. An 
appliance is just an every-day useful article, not some- 
thing like a gorgeous gown to thrill a woman or a 
resplendent car to enthuse a man. We have got to tell 
that woman that here is an appliance that will give her 
more leisure time to wear her new dress by selling her 
the automatic features of a new gas range, or convince 
a man that with an automatic furnace he will have-more 
time to enjoy his car. 

Why should we go on imitating some method in 
display efforts when we know this method is entirely 
negative to the type of appeal we must make? We can 
make really beautiful displays out of crepe paper, 
flowers, plush, or the many things that are used to 
“trim a window,” but we must do more than place our | 
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—Human interest plays a domi- 
nant role in utility windows— 


appliance in an attractive 
setting. It will draw only a 
half-glance from the passer- 
by. What chance has it com- 
peting with the sort of mer- 
chandise that department 
stores and clothing shops 
can place in their show win- 
dows to lure the feminine 
gaze—yes, even the mascu- 
line. 

We must dramatize our 
appliances. Place them in 
a setting in which they 
rightfully belong, make 
them a part of the design of 
the whole picture that has 
been carefully planned to at- 
tract the eve. The whole dis- 
play must express one direct, 
forceful idea ; the placing of 
the appliance, the copy, the type of lettering and the 
pictorial work must be in harmony. 

This department, in its early infancy, developed dis- 
plays along the attractiveness lines, but as the realiza- 
tion that the appliances themselves were not all that the 
utility had to offer, there grew a fuller and clearer con- 
ception of the course for advertising. 

Development has been natural, growing in some 
cases out of the actual needs of the various offices that 
they could not attend to themselves. . Actually trimming 
the windows in twenty-seven major offices, widely 
scattered in the eastern section of New York State was 
certainly out of the question. 

Each display is completely drawn and colored in 
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scale before the carpenter 
receives his instruction to 
saw or hammer. In this 
embryo state it is possible 
to ascertain whether an idea 
is over or under emphasized, 
and the cost of changing a 
few lines on cardboard is 
less than the cut and try 
method. Scale models are 
made up of booths and semi- 
permanent displays. 

It is by this method that 
a schedule can be adhered 
to, and the shop practices 
can be worked out for pro- 
duction and not experi- 


—The bolder the utility idea, the 
more successful the display— 


mentation. Even the art poster work and lettering 
can be speeded up and still not fall into slapstick. 
Quality, of course, is foremost, and it is resultant 
when the preliminary sketch is complete. 

Color plays a most important part in each display. 
It gives it life, makes it a magnet to draw eyes to itse'f. 
Color gives the display motion without the distracting 
element of having your observer try to see what makes 
it run. 

After the display is complete and assembled with 
the appliance in a dummy show window it is pho:o- 
graphed. These photographs are used as a file and on 
the routing board. 

The routing of the displays is done on a visible 
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beard that shows at all times, under the office name in 
syitares, the photographs of the actual displays installed. 
Moving these is in the hands of a man acquainted with 
eech peculiarity of the various windows. He knows at 
a ‘lance whether a certain unit will go into a window or 
be entirely too large. To take care of these differences 
in windows, displays are constructed in sizes to fit 
ei:her large or small windows. 

In certain of the larger offices interior floor displays 
have been built. These floor displays are designed so 
that a window display can be used on their platform, 
thus presenting a fresh message periodically. 

Screen process plays a large part in the program of 
advertising monthly sales activities. Building poster 
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Power and Light territory. These displays are installed 
in their windows at no charge. Each one is a duplicate 
of a larger display made up for our own schedule, 
chosen because of its merits as an advertisement, so 
that it can be said that they are pre-tested displays in 
each case. The dealers give these almost 100 per cent 
showing in their windows, showing their positive re- 
actions to these displays. 

Two washing machine campaigns have been tied in 
with the electrical dealers and department stores, show- 
ing the same display that was used in our own offices. 
One particular display used was, complete with a six 
foot by six foot six inch frame that made a sizable 
piece for window or sales floor. 

The display department 
has had seven years of de- 
velopment under its present 
leadership, and the assign- 
ment, artist, lettering man, 
carpenter and utility man 
have not been changed since 
coming with the company. 

Display advertising has 
taken its rightful place 
among the departments of 
the company, and has been 
development along business 
lines that replace the old- 
time, haphazard methods as- 
sociated with window trim- 
ming in a utility company. 








—The “appeal” of utilities is to 
home conveniences— 


backgrounds to do this 
would result in duplicate 
pieces that would be of no 
use after the activity. These 
screen process pieces are 
usually for smaller appli- 
ances, but some large strips 
and panels have been made 
for ranges, refrigerators and 
Washers, all with _ price 
appeal. 

Ove of the outstanding 
thins that screen process 
has made possible is the 
furnishing of material to 
dealers in cooperative sell- 
Ing sctivities in New York 





INSTALL A NEW RANGE 
IN YOUR NEW HOME 


The displays are looked 
upon as the last word in 
point of purchase advertis- 


ing. 







—“Utility Messages” produce 
force in a utility display— 
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Inspiration On 


The Pike 


By A. ROEDER 
DISPLAY DIRECTOR, 
THE WM. H. BLOCK CO., 
INDIANAPOLIS, IND. 


NSPIRATION on the pike of good displays 
doesn’t just happen. Inspiration is the re- 
sult of alertness, of vision, of recognizing 
a good display idea as ideas pass down the 

pike; of taking that good idea, remembering it, adapt- 
ing it and producing a display worthy of the idea. 
Some ideas can’t be used for months, in fact, I have 
put certain ideas away for a year before they actually 
appeared as displays. 

An advertisement for the photoplay “Broadway” 
is responsible for the “Soap Sale” display. I saw the 
advertisement last winter but didn’t use it until this 
soap display was produced a few weeks ago. Besides 
selling the goods, I believe I got more of a kick out 
of the installation of this idea than any display I have 
ever created. And did it stop customer traffic and 
cause talk % 

The reproduction of the window doesn’t show very 
plainly one of its most compelling features, but the 
word “SOAP” is spelled backwards on the window 
floor. The soap displayer appeared in the center of 
the window and the soap design extended from the 
glass to the background. An observer viewing the 
window grasps the idea immediately and we were 
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informed by salespeople, buyers and a surprisingly, 
large number of customers that soap has been spellec 
backwards on the floor of the window. It was a1 


inspiration, that idea of spelling soap backwards, and 
it made a powerful impression on the customers’ 
minds; an impression that brought them into the 
store and sold them SOAP. 


—A piece of veneer; a hand 

design; a round shelf; a 

screen displayer, and another 

; productive “Roeder” display— 
—How many “Soap” displays 
are attractive? How many 
displaymen bother to find a 

good idea for soap?— 
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—Only 22 hats have been 
shown in this “Roeder” win- 
dow, yet better than 40 dozen 
hats were sold in three days— 


—The construction of the 

feather is made up of the 

following: (1) 1x4-inch board, 

(2) 2x2-inch board, (3) metal 

rods, (4) nitch to set on 
wall— 

















The setting is very simple as well as unusual. It 
consists of wooden framework and wooden hands. 
The hands are screwed on the frames from the back 
in such a position that the hands extend into the 
approximate center of each displayer. Each hand 
holds a small shelf which supports the soap or other 
m-rchandise like bags, shoes, jewelry, etc. The hands 
wcre patterned after a hosiery fixture and with but a 
fey innovations resulted in the “hand screen.” The 
card in the window is patterned after a cake of soap, 
wl ile the card holder is but a hand which supports the 
card. 

Inspiration No. 2 came when the hat buyer, on a 


day when the thermometer hovered around 110 de- 
grees in the shade, approached me with: “Got to have 
a window of these new fall featherweight hats.” A 
man is quite unlike a woman in that they will not 
consider fall merchandise in the heat of the summer, 
and I realized that I would have to approach the idea 
for a felt hat window in a psychological manner. So, 
when the buyer said “Feather Weight” the idea of 
feathers flashed across my mind. I immediately vis- 
ualized a large, massive feather, which would suggest 
coolness and lightness, and yet carry out the name 
of the hat. 

I went up to the studio, drew the design for the 
feather and window, placed the men at work and the 
two large feathers were produced. They were painted 
white and shadowed in orchid. The pen-holder was 
made from a discarded circle plateau. It was covered 
with white patent leather, and, like the feather, 
trimmed in orchid. 


After the bulk of the construction work had been 
completed I tried to secure some real feathers for 
detail work, but had to resort to wallboard to spell out 
the name of the hats on the background: The problem 
of displaying the hats was very simple, but at first 
presented quite a problem. I intended to use a section 
of metal strip shelves that had been used in various 
trims, but found in placing them behind the feathers, 
that they were too bulky. After giving the problem 
a little thought the idea of fastening light metal rods 
to the back of the feathers. was secured, and the sketch 
shows how easily this effect was made. 

The pen-holder, which has already been described, 
was filled with crushed stone—hbetter to anchor the 
feathers. This stone was covered with a light layer 
of felt and the top of the holder was filled with colored 
stones secured’ from the stationery department. The 
card consists of the same general tie-up—that of a 
feather in a pen-holder. 
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The Last Two Fall Background 
Designs Create A 


Paradox 
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By J. ROY EDWARDS 































































































ITH these last two designs I have created a 
background paradox, which, if my meaning 
is to be made clear, results in determining 
whether each background is right side up 

or upside down. And, if the background on this page 
is upside down, then the background on the opposite 
page must be right side up. Or, if the background on 
this page is right side up, the background on the 
opposite page must be upside down. The idea is 
paradoxical to say the least; we are both right and 
wrong— they are upside down and right side up. 

Who can say definitely that either background 
should be turned around the other way? If that is 
your opinion, why can’t they be used in their present 
form? Each background is attractive in each posi- 
tion. Each background is balanced in each position. 
Each background is complete in each position. This 
paradox results in a problem for the individual back- 
ground man—the idea that you like is the idea that 
should be reproduced. 


—Is it the background illustrated 
above right side up or upside 
down? It can be used either way— 


Should you decide that you prefer the flower motif 
design on this page, but like the end pieces illustrated 
with the other background, use them. They harmon- 
ize with either effect and will be in very good taste. 
In making any change in the end pieces be careful 
not to make any change in the position they occupy 
in the design you are working with. In other words, 
to secure the best balance, the background with the 
decorative flower motif hung from the top of the 
window finds the end pieces rising from the floor; 
while the background with the decorative motif on 
the floor finds the end pieces hanging from the ceiling. 
This position, in either case, balances the effect. 
Should you change the design, reverse the position of 
the wings. If the wings are not reversed the back- 
ground will be top or bottom heavy. 

‘Watch that phase of background work very care- 
fully. When just a unit effect is obtained an unbal- 
anced effect isn’t likely to result, but when a unit effect 
is combined with end wings—as in this instance— 
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that phase of background design must be considered. 
\n effect may not seem unbalanced to an inexpe- 
rienced background man, but when it is installed and 
is viewed from the street its off-balance features are 
evident immediately. 

All but one background in this group of back- 
eround articles contained a curtain effect. That one 
background was the fashion show setting, July issue, 
ond I can’t say a curtain wasn’t introduced in it, as 
one appears behind the entrance. The point I am 
irying to clarify is, try and visualize any of the five 
ether designs placed in front of a permanent back- 
cround with no attempt made to conceal it. Imagine 
the crude contrast between unit and permanent back- 
eround. A tremendous break results and while it is 
sometimes impossible, due to expense, to eliminate 
this damaging feature, it should be eliminated if at 
all possible. Almost any type curtain can be used— 
satine, velour, damask, etc.—just as long as they are 
a neutral color—grey, sand, taupe, etc. Then, with 
the use of the curtain, a complete, harmonious and 
attractive effect w.ll result; an effect that isn’t marred 
by extreme contrasts between unit and permanent 
background designs. 

I have not included construction suggestions with 
the backgrounds illustrated this month. So many 
different effects are possible. The backgrounds can 
be built flat and the relief obtained through the design 
painting. Or, like the relief design suggestion in the 
May design, three or even four or five reliefs can be 
obtained. The best means of construction will depend 


—The background paradox in these 
two designs results in deciding 
which way they should be used— 
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entirely upon the individual’s conception of the back- 
ground. Some very beautiful effects can be obtained | 
with no relief at all, while interesting designs are | 
produced with but one relief. 

Take the end wings of the design illustrated this 
month ; if they are painted effectively with the shading i 
air-brushed and the design in flat or metallic colors, | 
they can be cut from wall board and will be just as 
pretty as a more elaborate construction which involves 
two or three reliefs. The same is true of the flower 
motif ; in fact, if the flower motif is built in relief the 
background man must be very particular and secure 
a perfect relief construction or the effect will look 
clumsy. The reader can visualize very easily the 
necessity for precision with the flower motif as sug- 
gested in these two designs. 

The most appropriate colors to use for these de- 
signs will be fall colors. Picture a sand curtain with 
the end wings worked out in a golden brown base, the 
design at the base in gold and brass, with the shading 
on the panels working through a rich brown to a pale 
yellow. Or, from a rich brown into reds. If red is 
introduced in the end panels it will be the predomi- 
nating color. However, whichever color is used the 
other fall colors will be introduced in subordinated 
contrasts. 

A complete change in fall background colors could 
be made by using a yellow curtain, red, orange, tan, 
brown, bronze, brass and gold colors on the flower 
motif. Side wings or pieces in either gold and brown 
or black, grey and silver. 
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Its Fun To Build 
Exhibits 


By LESLIE LEVI 
IVEL DISPLAYS, 
NEW YORK CITY 


UILDING exhibits for conventions and ex- 
positions is one of the world’s really fas- 
cinating occupations. It involves not only 

~ contact with and study of the products and 
services of every kind of exhibitor, but some knowl- 
edge of every conceivable method of manufacture or 
construction, and more different sorts of plain and 
fancy structural and decorative materials than the 
average layman would believe possible. If there is 
any unusual material or process the progressive ex- 








—Above: Just a section of 
the art department where 
preliminary sketches are 
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—Above: General view of 
the hand-lettering division, 
the largest unit of its kind— 
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—The “Ivel” plant is one of the most 

modern in the east. This view of the 

showroom but confirms that state- 
ment— 


hibit maker hasn’t learned of and used in some unex- 
pected manner, he’ll soon find out about it and apply 
it in a way its sponsor never dreamed of. Many a 
“new uses” department has taken valuable tips from 
a displayman who calmly diverted an every-day 
product to an end miles apart from its original intent ; 
for the true displayman’s instinct is that of adaptation. 


The Question of 
Realism. 

I remember with some amusement an official of 
one of the big lock-and-hardware companies, and his 
curiosity about an elaborate key-plate we had made 


for an “antique” wooden door in one of the American’ 


Radiator Company’s exhibits. He stood three feet 
away from it and inquired what forge or foundry had 
turned out the elaborate piece of ornamental wrought 
iron we were using with one of his own company’s 
handles—great was his astonishment when he learned 
the key-plate was made of wallboard, specially pro- 
cessed in our shop! Another interesting feature of 
that same exhibit was its “Spanish tile” roof, made 
out of thick packing felt and stained red! But it 
certainly looked like tile and withstood more handling 
and shipping than real tile ever would, for the exhibit 
covered thousands of miles and was used many times 
in different parts of the country. 

Many an exhibit designer has thanked heaven for 
wallboard, which has been put to more outlandish 
uses than perhaps any other single material, for it 
can be cut, sawed, painted, plastered, lacquered and 
decorated in countless ways. But for structural pur- 
poses wallboard is being largely supplanted by 
veneer panels, which are much stronger and can be 
worked and finished with little more expense. This is 
due to the modern tendency toward ‘strongly built, 
portable exhibits which can be shipped from show to 
show and will stand much use and abuse. Frequent 
exhibitors have learned that a strong portable display, 
while it may cost a little more to build, is a lot cheaper 
in the long run, for it is always ready to trot out of 
the warehouse and into the exposition hall. 

This tendency,.together with the current vogue 
for modernistic design, has led to the more frequent 
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use of metals in both construction and decoration. 
Aluminum, the rustless steels, monel metal and chro- 
mium plate have all found their place in decorating 
modern exhibit booths. Being practically indestructi- 
ble they are generally money-savers, besides adding 
beauty and form to the display. 


Balsa Wood Plays 
Its Part. 

Among other novel materials that have been used 
in unexpected ways is Balsa wood—indispensable to 
the airplane manufacturer for its lightness of weight. 
Besides being light, it is also bulky and soft, all of 
which qualities often come in handy. It was once 
found necessary to make a replica.of a kitchen sink, 
light in weight, slightly smaller than “life” size and 
cut through the middle vertically, as though by a 
giant carving knife. A plaster cast would have been 
too heavy, as well as too fragile, while anything else 
would have been too expensive. But the sink was 
easily carved out of joined pieces of thick Balsa wood, 
sanded and enameled to a fine “porcelain” finish, and 
was a great success. 





—Every department for the construc- 

tion of successful dispiays is to be 

found in the “Ivel” plant. This is a 

view of the woodworking depart- 
ment— 


A nine-foot globe was needed for an airplane ex- 
hibit. Yes, it could have been formed of papier- 
mache, but at very great cost, and would have pre- 
sented a difficult shipping problem. What was 
simpler, however, than.to make a silk balloon, paint 
on it the oceans and continents, and inflate it, round 
and perfect, with an ordinary air-compressor? And 
when we erected this “globe” at the air show for 
Captain Fokker’s exhibit, no one was able to see that 
the airplane flying so industriously around the equator 
was being carried along by a toy electric locomotive 
hidden behind it and running on concealed toy tracks! 

So, you see, an exhibit builder must needs be not 
Only versatile but ingenious. He must be artist, 
a*chitect, engineer, metal worker and carpenter, all 
rlled into one—and when he’s a little of all that, he 
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soon learns to be house painter, upholsterer, draper, 
and electrician besides. 


Departments and 
Technicalities. 

A well equipped display plant, therefore, soon be- 
comes highly departmentalized. There must, of course, 
be an “idea” department, closely allied with the sales 
division, and capable of giving genuine counsel and 
assistance to the prospective exhibitor. Following 
this in natural sequence must be sketch artists, and 
here is where the work really starts to become tech- 
nical, for while it is a relatively simple job for a de- 
signer with any taste and ability at all to draw a 
pretty picture, it is of far greater importance that the 
picture be translatable into an actual three-dimensional 
exhibit with a reasonable degree of facility. And 
that’s not always so easy! An exhibit designer worthy 
of the name, therefore, must know just about all there 
is to know about the nature and use of the materials 
he is specifying, in exactly the same degree as the 
architect who plans your house. 

He must familiarize himself with the dimensional 
requirements of the various exposition managements, 
and the specific rules of the shows for which each 
particular exhibit is intended. He must be aware of 
the physical characteristics of all those convention 
halls to which his exhibits will go, for a mistake due 
to ignorance of some unanticipated prohibition or 
physical obstacle may become very serious and is 
generally inexcusable. 

The wood-working department, or carpenter shop, 
is of almost equal importance, for wood is the founda- 
tion of the great majority of exhibits—whether in 
hidden framing or in the exposed portions of a display 
where sections must fit perfectly and look right, as 
well as “stand up.” It is in this department that 
craftsmanship begins, where the work of skilled me- 
chanics under the direction of a foreman who is both 
craftsman and engineer begins to take form. And 
inasmuch as cost is necessarily an important item in 
any construction job, the success of almost all wood- 
work depends nearly as much upon the completeness 
of the department’s physical equipment as it does 
upon the skill of the operators. Modern machinery to 
(Continued on page 61) 


—Regardless of what type display is 
wanted, “Ivel” can produce it. Illus- 
trating the scenic or large scale 
painting department— 
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Tune In On Henwood’s — 


Arcade-Ans 


By HOWARD HENWOOD | 
P. HENWOOD, SON, SOUTTER & CO., 
JOHANNESBURG, SOUTH AFRICA. 


EING requested by the organizers of ‘Music 

Week’’ to support their efforts to popularize 

music in Johannesburg, South Africa, Hen- 

wood’s, hardware and general merchants, 

were at a loss to know how to effectively dramatize 

music and hardware. Several heads got together and 

the display pictured here was created. Its success can 

best be cited by mentioning that during the fortnight 

the display remained in the window between forty and 

fifty thousand people were estimated to have stopped 

to view the display, some staying as long as ten and 

fifteen minutes. That the display made many new 

friends for Henwood’s and increased business need not 
be mentioned. 

A loud speaker was installed and so concealed that 
the majority of people failed to discover whence the 
music came, The speaker in question was so directed 
on the glass of the window that the delusion was defi- 
nitely created that the sound came from the window. 
The man who operated the loud speaker was instructed 
to periodically open the window door, stoop down 
behind the drum and make imaginary adjustments, 
thereby intensifying the illusion that that had already 
been created in the minds of the observers. 

A few facts regarding the installation of the display 
might be of interest. The orchestra is composed of 
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—The conductor has 
for a face a pair of 
bellows with a mer- 
ingue syringe as a 
nose and a mop as 
hair. His body is 
made of a papier 
mache bath tub, the 
buttons down the 
front being formed 
of the trade mark of 
the firm. His trou- 
sers (and, incidently, 
he is the only mem- 
ber of the orchestra 
who wears any) are 
composed of stove 
piping. His baton 
is a round file— 




















seven players and a conductor. The bodies of all the 
players are made of galvanized piping and _ fittings, 
their hands being made of garden forks and their faces, 
with the exception of the conductor’s, of enameled 
brass and aluminum jugs, the spouts of which form the 
noses. The hats are enameled bowls, cullenders, lamp 
shades, etc. 

The pianist is playing on 
a piano composed of two 
fretwork lathes, the treadles 
of which represent the loud 
and soft pedals. The key- 
board is composed of a piece 
of fretwood on which are 
laid black-and-white-handled 
knives to form the keys. 

The banjoist’s instrument 
is composed of a flour sie\e 
and brush. His hair (and 
he is the only one who has 
any, except the conductor) 
is composed of an O-Ced:r 
mop. 

The celloist (who has a 
very soulful expression) ‘s 
playing on a native mae 
(Continued on page 72) 





—Why not “tune-in” and read 
about Henwood’s Arcade-Ans— 






ae 


“% 


Chics 


666- 
Art 


Corns 
307 
Cor 


Schac 


319 
Arti 




















the 
igs, 
ces, 
‘led 
the 


mp 


“on 
two 
dles 
oud 
cey- 
iece 

are 


dled 


nent 
ie\e 
and 

has 
tor) 
edit 


as a 
) 18 


nacle 


DISPLAY WORLD 


September, 1931 





For Display Equipment 
and Decorations 


Invites 
Your Patronage 











International Register Co. 
13 South Throop Street 


“CUTAWL” Decorative 
Cutter 










The Koester School 
314 S. Franklin Street 


Display and Card Writing 
Instruction 





Botanical Decorating Co. 
319-327 W. Van Buren Street 


Artistic Decorations and 
Artificial Flowers 










National Card, Mat & 
Board Co. 
4318-36 Carroll Ave. 


Showcard Boards—Mat 
Boards 


Chicago Cardboard Co. 


666-670 Washington Blvd. 
Art Poster and Mat Board 








Cornell Wood Products Co. 


307 N. Michigan Avenue 
Cornell Wood Board 





Paasche Air Brush Co. 


1902 Diversey Parkway 


Airbrushes and Airpainting 
Units 













Schack Artificial Flower 
Co. 
319 W. Van Buren St. 


Artificial Flowers and Win- 
dow Decorations 


Western Felt Works 


4131 Ogden Avenue 
“Acadia Brand” Felt 
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The Ensemble 
Background 
Designs 


WORLD September, 1931 




































AST month we told you that the September 
issue of DISPLAY WORLD would contain 
an actual window display in which ensemble 
background designs had been introduced. 

Here is the first window, and we think the background 
very appropriate for the display of silverware. It is 
particularly appropriate at this time; with the fall 
season Thanksgiving silverware is featured in win- 
dows. : 

Notice particularly the fact that the ensemble 
background has not been used by itself in the window. 
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—Here is a window display that actually illustrates the use of ensemble background panels— 
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Exquisite 


Christmas Display Cards 


To Make Yours The 
CHRISTMAS STORE 


Pittics's premier line of Christmas Ready-to-Letter Show Cards for 1931. This 
year’s assortment of designs includes snappy numbers with a dash of the modernis- 
tic—dignified cards of striking beauty and simplicity—as well as conservative designs 
with new adaptations of the conventional holly wreaths and candles. Whatever 
your taste may be, we are sure you will find just the card to harmonize with your 
plans for Christmas decoration. Highest quality cardboard is used, and your card- 
writer will enjoy lettering them because of their exceptionally smooth surface. 


WORLD 
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a Lackner 1931 Line Without An Equal 


ai The LACKNER line of Christmas Display Cards has always been the superior 
fall line. They have won the favor of the largest stores and leading displaymen, 
win- who use them from year to year. This year they excell in beauty and design. 
Truly they will make yours THE CHRISTMAS STORE IN YOUR CITY, at 
mble a cost that is within the means of every store. 
dow. 


WIDE RANGE OF SIZES—These cards come ‘SUPER DE LUXE—Also a super de luxe line 
in both landscape and upright style in the fol- of these Christmas Display Cards on heavy 
lowing sizes: 334x5%4, 5%4x7, 7xll, 11x14. matboard and in embossed effects. 

Price ticket size, 234x314, landscape only. 

Large size 9x19 and 14x22, upright only. All IMPRINTING FREE—On all orders amount- 
are produced in four colors, including gold and ing to $50.00 and over we will imprint your 
silver. firm name without extra cost. This is a new 

feature of great value to you. 





WINDOW CUTOUTS—Beautifully processed 


on gold and silver matboard, size 1114x13¥%, EXCLUSIVE USE—Another big advantage 
with the center died out and backed up with in selecting Lackner Christmas Display Cards 
matboard insert of another color, easel is that you get the exclusive use of one design 
mounted. for your city, provided you order early. 


CATALOG FREE—A beautiful catalog showing all designs in full color will 
be sent upon request to any retailer or displayman. Write for it TODAY. 


THE LACKNER PRINTING COMPANY 


Pioneer Producers of Ready-to-Letter Display Cards 
19 W. PEARL STREET CINCINNATI, OHIO 


















































It has been backed up with a set of hanging curtains 
which appear in front of a solid background panel 
painted a dark color. With such placement and use 
the ensemble panels are the only background design 
suggestion. And, as the design is very simple, the 
merchandise, and not the panels, is featured. The 
background designs offer no striking contrast to the 
merchandise. When a background, ensemble or other- 
wise, is subordinated and features. the merchandise 
rather than itself, the background is successful. 
This month we suggest four interesting fall de- 
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signs; and, as is usual, but two of the designs are 
completed. It is necessary for you to write in for 
blueprints to secure the completed designs. The 
clever displayman can visualize very easily the pos- 
sible completion of the two designs. The bold use of 
line and form in the hunting scene suggests this panel 
as appropriate for men’s hunting togs. Appropriate 
end panels might continue a scene with a group of 
decoys on one panel and a marsh on the other. Or, 
feature copy might be used on both end panels. The 


(Continued on page 59) 





























—The ensemble background designs illustrated this month are very appropriate for the autumn season— 
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Over 9,000 Graduate Students Holding 


Important Display and Advertising 
Positions Throughout the World— 


A RECORD OF 25 YEARS 


DISPLAY 


WORLD 


TO BE PROUD OF! 











A Few Testimonial Letters and Records 











Mail-Order Course! 


ALLEN HOUSE 
Northampton, Pa. 


March 28, 1931. 
Gentlemen : 

I received the first part of my mail order course 
Wednesday and in good shape. I have studied every night 
during the week, or in fact since I received the course. 
I am positive I will like every future lesson. I am 
anxiously awaiting their arrival. 

In the two folders I could follow the instruction very 
easily and there is nothing that I have to ask. They are 
certainly very clear to follow. 

With sincere regards and expecting my next lesson 
shortly, 

I am yours, 


P. F. MORRONE. 


XXX 


Advertising and Display Course 
at School 


K. SUGARMAN 
Klamath Falls, Ore. 


May 206. 

The Koester School, 
Gentlemen : 

On March 4th completed my course in the Koester 
School. 

I am now Display and Advertising Manager of the larg- 
est men’s store in this thriving little city of 20,000 people. 

I am sending you photos, newspaper writeups, etc., of 
my Spring Opening and ‘Fashion Review the evening of 
March 28th. : 

Much credit must be given to the Koester School for the 
way it trains men to become advertising and display men. 

Thanking you for your valuable help, I remain 


Yours very respectfully, 


(Signed) LOU LANGWORTHY. 


sstis The KOESTER SCHOOL 




















DISPLAY WORK 
of a 
16-Yr. OLD 
STUDENT 
JOHN GEORGE 
McGURK, 
John Forbes & Son 
Homestead, Pa. 


NONE 314 S. Franklin St., Chicago 


TOO GOOD! Instruction Department of the United Business Publishers 














NOW AND 
MAKE YOUR 


‘FUTURE! 
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“Dolores’--- The 
Last Of The 


Dinosaurs 


By G. H. MESSMORE 
MESSMORE & DAMON, 
NEW YORK CITY 


HE third feature on the Roxy Theatre, New 
York City, program, week beginning Friday, 
July 24, was titled, “Fifty Million Years 
Ago.” The fifth presentation was ‘“Holo- 
caust, the program for which read: 


The Priest 
The Giant 


Alex Apostoloff 
Ali Yousoff 
The Sacrifice Nina Polsley 
“Dolores”.-.. ....The last of the Dinosaurs 

(Dinosaus conceived and built by Messmore 
and Damon.) 

In commenting on the program, Henry Becket, 
motion picture critic, Evening Post, said: 

“The Roxy stage show is 50,000,000 years behind 
the times." The costumes are not up to date, the danc- 
ing is positively prehistoric and the acts are all cave- 
man stuff. All of this is admitted in an advance notice 
which tells of the 250 stone-age performers; of 
‘Dolores,’ a dinosaur conceived and built by Messmore 
and Damon, and of a series of spectacles purporting to 
show the nature of life on this earth in a time when 
everybody had to waive immunity. 

“In putting on such a show it was unnecessary to 
bother much about the accuracy of details, because no 
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Den Fptemtar 


—Looking down into Ziegfeld’s 
stable of Messmore & Damon 
elephants— 


patron is in a position to prove them wrong; and still 
it is possible that the management was just a little 
reckless in having a dinosaur and a cave man on the 
stage at the same time. 

“Moreover, the little girl, almost seven, who took 
us to the show insists that the prehistoric beast which 
rages there is a special kind of dinosaur known as the 

prontosaurus, and, therefore, 
unsuited to the role of eating 
a sacrificial virgin. 

“She bases this opinion on 
observations made at_ the 
American Museum of Nat- 
ural History, an institution 
to which, at the age of three, 
she began applying the name 
of ‘The Bone Mouse,’ on ac- 
count of the skeletons, spinal 
coumns, skulls and assorted 
bones on display in its vast 
halls.” 


(Continued on page 58) 


—“Dolores” wasn’t the “las! of 

the Dino’s”—Earl Carrol «ap 

tured her “boy friend” and 8 

using him in the new “V.nl- 
ties”— 
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The following concerns 
upholding New York City’s 
traditional leadership in sup- 
plying the country’s display 
needs: 


MAHARAM TEXTILE CO. 


Distinctive Window Display Fabrics 
Write for Samples 


107 W. 48TH ST. 





LENCI DI E. SCAVINI 


Lenci Mannequins. Standard of Children’s 
Figures. The New Wonderful Line which 
has met with enthusiastic approval. 
Exhibited at 


358 FIFTH AVENUE (34th St.) 








THE DISPLAY CENTER 


A Complete Exhibit of Show Window 
Fixtures, Mannequins and Accessories 


1440 BROADWAY (40th St.) 





MILEO’S MANNEQUINS 


New Line of Famous Composition Figures 
Many New and Original Models 
Visit Our New York Studios 


MILEO—44 East 8th Street 


MESSMORE & DAMON, Inc. 


Creators of Mechanical Displays for 
Show Window and Advertising 
" * Purposes 


404-408 W. 27TH STREET 





J. R. Palmenberg’s Sons, Inc. 


Display Fixtures and Mannequins 
Complete Display Equipment 


1412 BROADWAY (39th St.) 





Chelsea Botanical Products Co. 


Natural Preserved Imported and 
Domestic Holly Wreaths, Ropings and 
Garlands, Trees and Xmas Greens, etc. 


107 WEST 27TH ST. 





THE FRINK CORP. 


Show Window Lighting Equipment 
Lighting Engineers for Over 70 Years 


Bridge Plaza, Long Island City 
















Einson-Freeman Co., Inc. 

Lithographed Window and Counter 

Displays for National Advertisers 
Starr and Borden Aves. 
Long Island City, N. Y. 





THE KERVAN CO. 


Green Grass Mats—Prepared Foliage. 
Materials for Forest and Rustic Effects 
for Display Windows, etc. 


119 West 28th St., New York City 





Beyer Display Service, Inc. 


Creators of Show Window Backgrounds 
and Special Settings, etc. Also 
MONTHLY RENTAL SERVICE 


103 Lexington Ave. (27th St.) 

















(eed Illustrating the ex- 
| -erior of the Einson-Freeman 
'olant. Every piece of equip- 


ment is modern— 





—Below: Display Street is 100 
feet long, and has four stores 
.on each side. The windows 
| are filled with Einson-Freeman 
displays— 





































—Above: A corner of the show 

room, as one steps off the passen- 

ger elevator. All types of litho- 
graphic work is on exhibit— 


—Bottom: Illustrating just a sec- 

tion of the Einson-Freeman 

sketch department; art directors 

offices are beyond the parti- 
tions— 


What Do You Know 
About Lithographic 
Window Display 
Production? 


NE of the most noticeable recent advance- 
ments in the eastern window display litho- 
eraphic field has been the opening of the 
new Einson-Freeman Co., Inc., building at 

Starr and Borden Avenues, Long Island City, N. Y. 
The building, being six floors high, contains adequate 
space for the development of all types of lithographic 
display work. In fact, so far as window displays are 
concerned, housed in this edifice is Display Street, a 
magnificent avenue 100 feet long. The avenue is com- 
plete in every respect. It has four stores on each side 
of the street. Each store represents the last word in 
modern window construction. All types of store fronts 
are represented and as new window displays are 
created, they are displayed in the windows. 

The entrances of the stores lead into salesmen’s 
offices on the left of the street and into executives’ 
offices on the right. The ceiling is seventeen feet 
high, and canvas, painted a sky blue, covers the 
sprinkler system and steam pipes from view. A cus- 
tomer walking down Display Street can actually vis- 
ualize himself on a real street. The illusion is perfect 
in every respect—even to the doors at the store, or 
office entrances. 

As complete lighting control systems have been 
installed in each window, when a new display is in- 
stalled, or tentative artists designs are produced, the 
display creation can be criticized from every point of 
view: How it will look under artificial light, or 
whether colored light should be introduced. How it 
will look under daylight, or whether artificial light 
should be employed during the day to bring out cer- 
tain features. How strong its interest appeal is. One 
can almost say that every display produced by the 
Einson-Freeman plant has been pre-tested ; not always 
from a customer angle—but even that is possible to a 
certain degree—from a manufacturer’s critical analy- 
sis of a display’s strong or weak points. 

A large volume of business is done for the 1a- 
tional advertiser, and the idea of actually testing the 
display before it is’put into production has made it 
possible for the Einson-Freeman plant to maintain 
their high standard of display production. How much 
easier it is to eliminate a fault in a display beiore 
production is started; how much more inexpensive 
than trying to add a piece to improve a finished «lis- 
play. Display Street is a tremendous asset to the 
plant and its importance is realized. 

This mammoth building viewed from the physical 
and creative aspects is a veritable monument to the 
cause of better window displays: Displays designed 
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with a technical and artistic skill for that most diffi- 
cult phase of merchandising “point-of-sale” advertis- 
irg. It is a mighty token to Morris M. Einson and 
siaff of workers whose unflagging zeal has brought 
their organization to the top. 

Every department for the creation and completion 
o' window displays for national advertisers is con- 
tained in the building. Various departments include 
sketching, litho art, die-cutting, straight cutting, strip- 
ping and hand finishing, machine shops, storage, car- 
penter shops and stock rooms. The illustrations with 
this article will give the reader a faint conception of 
the tremendous equipment and facilities necessary to 
produce national window display material. It is very 
doubtful whether the average displayman realizes the 
tremendous establishments necessary to produce suc- 
cessfully this form of advertising displays. 

It is very doubtful whether the average display- 
man realizes that the creator of window display ma- 
terial must have, first of all, a thorough, practical and 
sound knowledge of the medium as a whole and how 
it fits into the general scheme of advertising. Such 
an organization must be comprised of experts. The 
successful manufacturer of display must allign him- 
self with experts who are practical merchandise men; 
men who have a thorough knowledge of the retail 
field; he must align himself with the artists who are 
trained in the art of stage settings as applied to win- 
dows, art and construction with all its effects that will 
produce dominating displays; he must align himself 
with men who have a thorough knowledge of distribu- 
tion and are capable of working out a plan to intro- 
duce the displays to the dealers in a manner to secure 
proper reaction; men who know the distributing 
channels. 

Any lithographer that has an organization short 
of the above mentioned personnel, cannot be success- 
ful in the selling of window displays. That fact has 
proved itself over and over again. The competition 
in the solicitation for display material is great. Every 
lithographer with a knowledge of the mechanics of 
lithography feels he can enter the display field and 
get good business out of it. When an advertiser not 
versed in the display field calls in a number of litho- 
graphers without distinction as to the type of work 
they do, he will, as a result, receive a lot of competitive 
sketches, but to the sorrow of the lithographers in 
general, they soon find that elaborate sketches in 
themselves do not sell window display material—un- 
less the advertiser is very, very green. 

it takes more than sketches to sell a window dis- 
play. Out of the mess of competition, the major part 
of display contracts are placed with houses that know 
their business. And those advertisers who buy win- 
dow display material without a knowledge of the 
medium soon find their errors—to their sorrow. 

‘\ good many advertisers are constantly struggling 
with the problem of getting the proper installation 
of their window and counter display material by retail 
Merchants. This is where the installation concern and 
lispliyman fit into the picture. One of the reasons 
(Continued on page 57) 


—Top: Einson-Freeman employ a 

group of the East’s most com- 

petent litho artists; this is their 
department— 


—Below: Just a section of the 

Thompson-Universal die cutting 

department. You should see these 
machines cut out cards— 


—Above: If you enjoy ma 

chinery you would enjoy thi 

battery of two-color offse 
presses— 


—Bottom: This is the hand- 
finishing department where 
every display is inspected 

before it leaves the plant— 
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Thalhimer’s Are First In 
Fashions and Displays 


By A. MATZER 
DISPLAY DIRECTOR, 
THALHIMER’S, RICHMOND, VA. 


OWN below the Mason-Dixon line in Rich- 
mond, Va., it’s Thalhimers—Thalhimers, 
first in fashions, first in values, first in dis- 
play—in fact, we try to be first in every 

~phase of merchandising, advertising and display in- 

cluded. Events are “followed through,” and, on 
occasions when style and fashion is featured, every 
window harmonizes. But, besides just windows, every 
display of merchandise on the interior, from the 
smallest to the largest case, from the smallest to the 
largest ledge, neatness in merchandise presentation is 

striven for. We are not satisfied with just “doing a 

good job,” we are trying to do the best job of mer- 

chandising that is being done. 

When a display department attempts to “follow 
through” with displays, the only requisite is time and 
a definite knowledge of merchandise presentation. 
When the situation concerns an opening display and 
the problem is backgrounds, an entirely different 
situation is involved. A displayman must be a keen 
student of background methods, and must be able to 
approach the situation from every angle if his solution 
is to satisfactorily solve the problem. 

For example, the old idea of building an elaborate 
background for every window in a front—each back- 
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ground to be utterly different 
from its neighbor—no longer 
exists. An opening display 
should give a front an entirely 
new aspect, but today the dis- 
playman’s greatest problem in 
designing a set of backgrouncs 
is to “follow through” with aa 
idea. In other words, the key 
window should be designed and 
the balance of the display should 
be built around that motif. 
Every displayman knows of the background work 
that Arthur Fraser does for Marshall Field’s. What 
I have just said concerning the designing of a key 
window is just as true of his opening displays as of 
the displays of half-a-hundred other stores through- 


—“Matzer” shows excellent 
taste in form placement and 
accessory grouping— 
—“Matzer” opening displays 
are always as beautiful as 
they are different— 
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—Besides a modern background, 
“Matzer” has secured a very mod- 
ern idea of merchandise presenta- 
tion in this display of “Smart 
Sleeves Come in Fractions”— 


out the United States. Fraser usually elaborates on 
his two State Street corner windows, but the displays 
between are designed around a definite motif; and 
while each is different, each is similar. Let us pretend 
the evening wear display is the key window for the 
group of displays pictured here; let us study the 
evolution of the idea. 

The average displayman is going to say that the 
backgrounds do not look alike at all; the average dis- 
playman will be right—they don’t. But, the same 
technique employed in the key window is followed in 
every display. The backgrounds are different, they 
should be, but the basic idea, which in this instance 
includes a modern damask or drapery fabric and 
tightly stretched panels of light and dark materials, 
is used in every display. While each design is utterly 
different from its neighbor, the same technique has 
been employed. 

A reproduction of a card that appeared in this 
set of windows is also included. So far as cards are 
concerned, we prefer simplicity. We believe that a 
simple card fits in with a display and background 
much better than one that detracts by its elaborate- 
ness. Cards are only successful in windows when 
they give the customer definite information as to style 
and price. 

Wording like “New Fall Suits” does not explain 
Siyle; neither does such a card give the customer any 
information regarding price. Careful study must be 
given to the merchandise being- displayed if the win- 
dow card is to be of real worth to a display. 
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—Clothing or ready-to-wear, 
“Matzer” displays are always 
in excellent taste— 





—This is a reproduction of one 
of the window cards used in 
this front— 
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Things To Be 


Considered 


By W. H. HARRISON 
HARRISON WIND-O-DISPLAY 
CO., MUSKOGEE, OKLA. 


HE field of display is so big it is easy to realize why 
so many young displaymen try to organize a dis- 
play service company without a fundamental 
knowledge of what such a service company should 

be. Such displaymen who do organize a company get into 
the work with a few contracts and manage to get.by for a 
while. To their surprise, however, they do not grow as 
rapidly as they once imagined they would, and they begin 
to get negligent. First they start skimping with material. 
Then money comes in so slow that they start skipping in- 
stallations, but getting the installation slips signed just the 
same. So much of this has been tried by so-called display 
installation services over the country that national advertisers 
have absolutely refused to use any service but one of out- 
standing reliability. 

To actually start a display service one must have suff- 
cient capital to enable them to give the best possible service, 
and, even though they just break even, to have the determina- 
tion to stick it out and render that superior service. Ad- 
vertisers will soon learn of such a concern, a concern giving 
the best possible service for the money; recognition will 
come, and with that recognition the stamp of reliability. 

I like to stress the financial side, because it is only human 
for a young man just starting in the installation business to 
resort to the easiest way to make money—the way that in 
the end means the hardest way. So many times the easiest 
way means that he will try “getting by” with displays—dis- 
plays that will not pass inspection. Such conditions usually 
result when financial difficulties are encountered. 

Not by any means is finance the only thing to consider 
when entering this field. One must be a displayman. The 
title “displayman” does not mean one who can stretch crepe 
paper, but one who has originality and ability to put “sales 
punch” into the window display. The displayman should be 
able to take a certain model or display and fit it into any 
type window. This phase of installation work must be given 
serious consideration. In most every instance where a na- 
tional product is exploited an outstanding artist is employed 
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to create the window display, and the artist, having made a 
study of the product, the customer and sales appeal, knows 
the type of display that will catch the trade. 

Display service companies often abuse displays by put- 
ting in a substitute for the model sent them for installation. 
Had the advertiser wanted the display substituted he would 
not have paid a designer to make the original display. 
Capable designers are not to be found just anywhere, so 
do not make the mistake of trying to make yourself believe 
that you,are a better designer than the one who has given 
the subject of national display installation a life’s study. 
There is always enough designing to fit a display into the 
different types of windows, without bringing more work 
onto yourself trying to re-design the window. 

Being a displayman means that you should be able to 
display merchandise in such a manner that it will attract 
public attention. This subject should be given careful con- 
sideration and study. MERELY PLACING MERCHAN- 
DISE IN A WINDOW DOES NOT MEAN THAT IT IS 
DISPLAYED. A good displayman knows just what angle 
a certain piece of merchandise should face to balance the 
display and give it continuity. That there are different types 
of displays, and many different fundamentals entering into 
the set-up construction of a window display, we cannot 
auestion. The displayman who is versed in these funda- 
mentals will be the displavman who will be capable of turn- 
ing out better displays; displays that will be original; dis- 
plays that will be well merchandised; displays that will sell. 

I believe this act of promising more than you can give is 
one of the biggest troubles today among installation com- 
panies. So many times display services, in order to get more 
business, offer advertisers more than they can possibly give— 
this always makes the advertiser feel he has been cheated 
and such companies are seldom considered again. It is much 
better to promise less and give more than it is to promise 
more and give less. If you can always give just what you 
contract for, you will be able to repeat on contracts. 

In making a contract for a display campaign never guess 
the number of displays you can place. Know where each 
display can be placed and be sure that each location will 
stay the required time. A good way to lose future business 
is to contract for a certain number of displays, install 90 
per cent of them, and of this per cent allow 5 per cent to 
be taken out before the required time is up. To avoid this 
you must have a complete list of all locations; divide these 
locations into classes, and should a merchant betray your 
confidence, never ‘service his windows with valuable adver- 
tising material again. 

Sometimes it is not the merchant's fault when a display 
does not stay in the required time. You cannot blame a 
merchant for taking out a display that is not clean; or not put 
in with good workmanship. Be very careful of your installa- 
tions and see that every small detail is cared for. The win- 
dow is the most valuable space the merchant has, therefore 

a merchant wants it to look good from every angle; 
don’t forget the back of the trim; don’t forget about 
that dirty window glass or floor; don’t forget about 
dirty merchandise; don’t forget to think about the 
display. 

Reliable and able display services are needed in 
this field, but we already have too many services that 
are unreliable. We invite services that can give good 
work to come into the field, but to those who won't 
give good service; to those who do not intend to be 
reliable; to those who are not displaymen to begin 
with, we ask to desist. 


—Besides window installations, Harrison’s specialize 
on fair and booth displays. What do you think ot 
this fruit display ?— 
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MAIN 
STREET 


A 
HIGHWAY 


ia 2 to 
Pee Bigger 
Business 


























’ AIN STREET’”—A Highway to Bigger Busi- 
ness—leads directly into the better understanding of 

the window display advertising medium and the knowledge that 

even the finest art and lithography is lost without equally fine instal- 

lations. Boasting model displays in model store fronts on a model street 

—‘‘Main Street’’ is a gallery and laboratory in one—devoted to the new, the 

striking and the progressive in window displays. It is a permanent exhibit in 

which something new always will be shown. But its underlying principles shall re- 

main the same—to bring concrete proof of the sales-effectiveness, economy and good-will 

creating powers of the window display advertising medium. 


CCLAIMED as the finest exhibit of the window display advertising medium in the country, 

“Main Street” definitely shows that the Hanick Window Display Installation Service has 
recognized and met its responsibilities as artists and as merchandising men. Over 100 national 
advertisers are entrusting the installation of their displays to us. It is safe to assume that in 
the wealthy Philadelphia Market—where there are 20,960 stores at your disposal—the way in 
which to reach the buying public surely, quickly, repeatedly and economically is by good window 
display material made effective by Hanick choice of locations and Hanick installations. 


You Are Invited to Visit “MAIN STREET” 


SERVICES | = 


AVAILABLE 1 HANICK o. 


in Window Display Installation Service 


Eastern Pennsylvania 


as 


Southern New Jersey ELEVENTH and WOOD STREETS 
Delaware PHILADELPHIA, PENNA. 
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“Main Street” Hanick’s 
Better Business 
Highway 
Opens 


By S. R. RHODES 
PHILADELPHIA, PA. 


UGUST 11 made history in the window display in- 

stallation field. “Main Street’—A Highway to 

Better Business—featuring model displays in 

model store fronts on a model street, was formally 

opened to the trade and public. “Main Street” is located in 

the new premises of the S. J. Hanick Company, Eleventh 

and Wood Streets, Philadelphia. This is the first time that 

an installation service has established a permanent exhibit 
for window display advertising. 

On entering “Main Street” one is struck immediately with 
a sense of spaciousness and beauty. The windows are eye 
magnets. A good deal of versatility is shown in grouping. 
and arrangement. The leading types of modern trading cen- 
ters are represented—a radio store, a meat market, a hard- 
ware store, a confectionery store, one-window fronts, and a 
drug store with two large windows. 

One walks down “Main Street” very leisurely. Each 
window display is an inducement to linger. One circles 
“Main Street” with that window-shopping stride and we 
were disappointed that they were only store fronts—that we 
couldn’t open the door to some of them to go in and buy. 
Although there were many people—the attractiveness of the 
displays kept them walking in the same slow pace—as if they 
couldn’t see enough. The traffic cop—had he been flesh and 
blood—would have had to hustle them on more than once. 

The confectionery store, we thought, as we gazed with 
admiration at the Coca-Cola display, boasts a trim that 
should halt traffic. It was strikingly different. Picture a 
three-panel screen with two dolls in the center panel about to 
sip Coca-Cola; the reproduction, something comparatively 
new in lithography, being photographed against a modernis- 
tic grey-black background. On the left-hand panel were two 
giant glasses of Coca-Cola, with straws ’n’everything, in 
natural colors—so startlingly vivid we wanted to walk over 
to start drinking. The well-known regulation Coca-Cola sign 
topped the screen, with very little copy on smaller side pieces. 
No copy really is needed—Coca-Cola was imprinted on our 


—“Customer Meetings,” like this, 
are typical of the “Hanick” or- 
ganization— 
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minds. Yet the most notable point of th: 
entire display is how much the displa 
material depends on the blue and silve- 
crepe paper background, modernisticall 
paneled, for its effect. Take away th 
background and the display material lose 
. its value. Proper installation does count 
My, how many women wanted to bu 
one of those new Coty compacts in th 
Main Street drug store! So that is on 
of Coty’s new manicuring kits—well, the) 
are nice. Coty’s powder, perfumes and 
creams have “eye-pull” in that shadow-box 
in the center. That Deco-Sheen _back- 
ground makes the whole display sparkle! 
This Dr. Scholl display, in the second 
drug store window, is attracting as much 
comment as it is attention. From all sides 
we hear things like this—“I’m going to get 
Zino Pads as soon as I get to a regular 
drug store.” ... Aren’t those Walk-Straits 


» 


—This is a view of “Main Street,” 
that “Hanick” Highway to Better 
Business— 


the greatest invention!” Well, if we had any painful corns— 
we'd want to be shown something that promised relief—and 
the Dr. Scholl display does that—pleasantly. Deco-Sheen fit 
in very nicely here, too. 

Nice piggy, here piggy—that mechanical pig in the Felin’: 
Pork Products display is so cute we would like to pat hin. 
Evidently a good many other people would, too. Strang: 
how something mechanical always attracts crowds. .Felin’s 
meats are good, aren’t they, piggy? Piggy nods affirmativel:, 
up and down, up and down. This is the little pig that wert 
to the meat market! It went to a grand place to shop. 
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Eleven tubes in one radio—goodness Philco is stepping 
». We ought to move on—but we can’t help waiting until 
iat giant dial goes around again with its silhouetted mes- 
sige on the advantages of owning a radio. We own one— 
it 11 tubes—it’s something to dream about. That Philco 
ibinet is a beauty. Shows how well actual merchandise can 
: displayed to advantage against a suitable crepe paper 
ickground. One radio store dealer who won't have very 
ruch difficulty in interesting people. 

Look at that background—we nudge each other. Felton- 
Sibley’s paints against that crepe paper palm tree background. 
ould anything be more spring-like and suggest the newness 
id brightness that good painting gives? We doubt it. The 
y and clouds and setting sun are made of Billow-Pak that 
‘w corrugated crepe paper that lends itself to making unique 
ickgrounds and pedestals. Palm trees are usually a far 
cry from a hardware store—but not in this display! 


ag 
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—‘Main Street” features model 
displays in model store fronts on 
a model street— 
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\nother mechanical display that is stopping them cold— 
especially the men. A giant Gem Micromatic razor showing 
the simplicity of its one-piece feature and how the cover 
loci:s the blade. No better way of introducing something 
ne. than through the window display medium. People see 
exactly what that “something new” is! 

Ve’re in Display Center now. We make a simultaneous 
rus; to the seaside display. How utterly fascinating! 
Breakers, a sand beach and moving sailboats. We wonder 
at ts sheer cleverness and, of course, what makes it go? 
“M ke Your Business Ship Come In By Using Hanick In- 
staled Displays,” this seaside scene is marked. After seeing 
son > of the installations, we agree with that. 

‘Ve’re going to tackle Samuel J. Hanick for an interview— 
aS soon as he gets a breathing space. He’s been rushing from 
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—Over 100 national advertisers 
use “Hanick” installations. A few 
are represented here— 


one place to another all evening. The smile on his face is as 
big as himself, so it ought to be a good time... . 

“Mr. Hanick, we’d like to have a word with you.” 

“Right,” said Hanick, “ask me anything you like.” 

“Hanick, what made you decide to have a ‘Main Street’? 
What first gave you the idea to maintain a permanent exhibit 
of the window display advertising medium?” 

“Well,” began Hanick, “it seemed to me that the installa- 
tion of window displays was not receiving the recognition 
it deserves. Many manufacturers are disappointed in window 
displays as a medium because they allow their display ma- 
terial to go to 90 per cent waste when they entrust it to the 
dealer to install; or to a fly-by-night, unorganized installation 
concern. They cannot seem to grasp that having their display 
material installed by skilled decorators in locations suitable 
to their product is just as important as having finished art 
work in an ad in a deserving newspaper or magazine. 

“No manufacturer in his right senses» would allow an 
advertisement of his to be run in a newspaper or magazine 
with the layout man’s rough sketch instead of the artist’s 
finished drawing. The same thing should hold true for 
window displays. No manufacturer should want his display 
material set in a window roughly or sketchily, but with the 
finished artistry that a window decorator can give his dis- 
plays. This is especially important in windows—where a 
product is actually seen by the buying populace. A ‘buying 
atmosphere’ given by display material installed strikingly 
and effectively has much to do with impressing the public 
that it wants the article displayed—and thus either mars or 
makes potential sales. When a manufacturer comes to see 
‘Main Street’ he should get a very complete idea of just how 
his product will look through a window when it is properly 
installed. 

“Then, again,’ continued Hanick, “our ‘Main Street’ 
should be an eye-opener to those characteristics that make 
window display advertising, when used correctly, the most 
effective and economical advertising medium there is. In 
‘Main Street’ you actually see the truth in the claims we have 
been making for window displays—that they combine the 
vividness of photographs—the sales appeal of copy—the 
universal appeal of color—the aggressiveness of billboards— 
plus the incomparable appeal of a first-hand encounter at 
the point-of-sale. It gives you an ‘alive’ one-product impres- 
sion that doesn’t become monotonous and isn’t easily for- 
gotten. It proves that window displays effectively installed 
tie up all media into the perfect medium—since in a window 
display you can see the product you have been reading and 
hearing about. It shows you that the strongest portion of 
any advertising chain is the link that joins the efforts of the 
manufacturer with those of the dealer—so that advertising 
publicity can be capitalized into sales where sales actually 
can be made. It is easily seen that any dealer is willing to 
cooperate with a manufacturer who helps him with profes- 
sionally installed window displays—making his store more 
attractive—increasing his sales. 

“Furthermore, we have data with us, compiled by the 
International Association of Display Men and by Frederick 
L. Wertz, of Window Advertising, Inc., that authentically 
(Continued on page 66) 
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Who They Are 
and What They 


Say 


W. D. KING 


PHIL A. HALLE-WOLF BROS., 


MEMPHIS, TENN. 


SKETCH NO. 77 


HEN I entered the employ of Phil. A. Halle in 1914, 
my only accomplishments were: “Two years’ expe- 
rience as shoe salesman.” Fortunately I was em- 
ployed as assistant shoe salesman. I had no 

knowledge of display work nor was I expected to do any 
when I was employed. 

The store had been opened but a few years and it was a 
comparatively small organization—compared to its size today. 
Window displays, in those days, were not considered as vital 
to the success of a concern. The front was being trimmed— 
or supposedly so—by any Tom, Dick or Harry about the 
store. And one glance at the displays was evidence enough 
of that fact. The trims were not planned in advance; they 
were very poorly balanced; the merchandise arrangement was 
very bad—it usually consisted of a conglomeration of unre- 
lated items just thrown together; no color schemes were 
followed; in fact, the appearance was of work done in a 
hurry. 

From the very beginning I never liked the idea of selling 
shoes, and, when opportunity knocked I began to study dis- 
play. I bought trade journals, I shopped other fronts, I 
talked to other displaymen—displaymen who were more 
versed in the art of merchandising windows than I was—all 
in the hunt for ideas and knowledge. I kept hammering 
away for better windows until finally my accomplishments 
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stood out and I was placed in charge of the front. 

For four years, until 1918, I supervised the Phil. A. Halle 
displays, then in July I joined the Navy. In January, 1919, 
after being discharged from active duty, I returned to Mem- 
phis and accepted a position with the Oak Hill Clothing Co. 
as display manager. And, after managing their windows for 
four years, I entered the window display installation business 
for myself. This business kept me active for about three 
years when I was offered a position as manager for a chain 
of hat stores, which I accepted. After five years, in fact, in 
July, 1929, I resigned to accept my present position (my first 
position) with Phil. A. Halle—Wolf Bros. 

in the following article I point out a few of the many 
obstacles which must be surmounted by an aspiring display- 
man before he can hope to organize and establish a successful 
departmen:. The excellence of perfection in his department 
will be reflected in his windows; and the reflection of his 
windows will speak of his success or failure as a displayman. 


THE DISPLAYMAN’S FRODUCTIVE CAPACITY 
DEPENDENT ON THE EFFICIENCY 
OF HIS DEPARTMENT 


EVIEWING the past seventeen years of my window 
display career, it is astonishing to no‘e the developments 
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—This “Trump” shirt display by “King” proved to be a winner— 
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that have taken place; the inefficient method formerly em- 
ployed compared with the attractive facilities available and 
enjoyed today. Not so many years ago necessary equipment 
vas deplorable; displaymen’s work rooms consisted of a 
very unsightly conglomeration of junk, and the entire atmos- 
phere of an “art” display department was completely lost in 
tne jumble. Efficiency under such prevailing conditions was 
utterly impossible. 

It is therefore essential that a displayman should provide 

studio or work room, suitably located, carefully and con- 
veniently layed-out and artisticly decorated in a manner that 
will reflect the character of the windows his institution 
enjoys. From my observation these important conditions, so 
necessary are sadly neglected. Every displayman should 
enjoy not only a proper studio but should also be provided 
vith office equipment necessary for planning, filing records 
and developing display promotions; in addition to a sufficient 
supply of fixtures and decorative materials so vitally neces- 
sary to install the required displays. 

While it is hardly possible to discuss at length the efficient 
equipment necessary in the display department, very few 
displaymen have realized the importance of proper lighting 
in their studio. Light should share a large credit in deter- 
mining color effects, or in exposing wrinkles or shadows— 
especially on garments fitted to forms—that otherwise will 
not be detected until after the installation of the display. 

Being equipped properly is the battle half won; however, 
ail alert displayman has many problems. Schooling never 
ceases and he should seek data constantly. Magazines, trade 
journals and textbooks should be observed and studied. New 
display creations should be viewed at every opportunity. 
Display conventions should be attended, but conventions 
should be attended to learn and not to have a good time. 

The position of the display manager is rather intricate. 
In addition to his display knowledge he should possess a 
diplomatic technique to enjoy a cooperative spirit with de- 
partmental managers, as well as an understanding of style 
and merchandise in every department. Selecting merchandise 
for window displays requires a very careful consultation with 
department managers and close cooperation at this point is 
very vital. The displayman’s position at such meetings should 
be to consider only such merchandise that to his knowledge 
has color blending qualities that will create harmonious sales 
appeal. The department manager should enlighten the dis- 
playman with the merits of the merchandise; with such 
intelligent cooperation a vivid description can be conveyed 
with the merchandise and on the window cards. 

Advance planning of window trims is very important; it 
might be well to recall the old saying: “It takes two-thirds 
the time planning your trims and one-third installing them.” 
Always remember: “Plan ahead or go behind.” 

Let us assume that a men’s clothing display is to be mer- 
chandised; knowing that ensemble units have proved most 
productive, the first job, after the display is prepared, is to 
select from the various departments related merchandise and 
accessories. Such goods will be used in the display to en- 
hance the value of the merchandise. This, likewise, will 
apply whenever merchandise is displayed; proper selection 
of accessories is always important. 

\fter the window has been installed the reactions should 
be closely observed, and, if results are not satisfactory, the 
display should be removed. Unless ‘these observations are 
practiced, we, in our anxiety to install new trims oftentimes 
loose sight of good selling merchandise displays, displays 
that should, perhaps, remain longer in the windows. 

‘very displayman should shop his store and acquaint 
himself with new styles and new merchandise; this will 
assist in planning ahead. Planning ahead, unfortunately, is 
effected sometimes by the absence of a budget system. The 
display department that enjoys definite appropriations is 
Placed in a very advantageous position. Purchases of neces- 
Sar) equipment or materials for seasonable displays can be 
mace in advance. Display departments that are not organ- 
zed or have no budget system are always compelled to seek 
last minute materials; materials which are scarcely ever 
Suit«ble, but materials that will have to serve the purpose, 
Somehow. 
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MODERN 

















_ IT'S DESIGN AND 
£>~ CHARACTER 


in fixtures that make 
them practical and use- 
ful for your windows. 
We've always a wide 
range of new ideas and 
designs for you to select 
from. Design Tokyo in 
black ebony finish and 
chrome and 





TOKYO 





Urbanite 


DESIGN URBANITE 


A wood fixture in 
antique maple fin- 
ish are two new 
ideas unusually at- 
tractive. Our 
booklet ‘’Modern 
Display” has com- 
plete descriptions 
offering more 
things “‘new.”’ Ask 
us to mail you a 
copy. 





HUGH LYONS & CO. LaNsiNe, MICHIGAN 


NEW YORK, 485 FIFTH AVE. 

CHICAGO, ‘31° MERCH. MART 

BOSTON, 52 CHAUNCY ST. 
MEMBER ‘'NAT'L DISPLAY EQUIP. ASS'N’* 
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DISDLAYMERN?S 


Make Your Own Price Tickets 
and Window Cards 


A Complete PROFESSIONAL OUTFIT 


Six 8-o0z bottles of color—5 genuine red sable brushes 
and everything necessary to enable you to do the work. 





And a 6 Months’ Course of Instruction 
by Jack Paul of the 
New York School of Poster Art and Lettering. 


Special offer to readers $ 00 FILL IN 
of DISPLAY WORLD e COUPON 
for a limited time only. BELOW 






N YORK SCHOOL 
STER ART & LETTERING 


334 West 44th St. New York City, N. Y. 


[ ] Send me Professional outfit for Display Men and 
enroll me for 6 months’ instruction. 
Enclosed find money order {] (1) ‘$10.00 


As a reader of the DISPLAY WORLD send me 
additional information about your offer for 
displaymen. 
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PNR riya teeta Ane oe gi 
re ee ae ee ee 














ina 


32 DISPLAY 


Crepe Paper 
Trims Step 
Forward 


By H. A. HARRINGTON 
SERVICE BUREAU, 

C. A. REED CO., 
WILLIAMSPORT, PA. 


Drug Window. 

Color scheme: Nile green No. 131, celestial blue No. 140, 
light yellow No. 151. 

Front trim: Make a Nile green valance three-quarters of 
a fold wide, with pointed, zig-zag and fringed edges. Place 
this on the front framework of the window. On the right 
section place a Nile green tube. Overlapping onto this tube 
approximately one-half inch, place a celestial blue drape full 
width. Edge the inner edge with a Nile green tube. On 
the left side place two celestial blue tubes. 

Background: Approximately twenty inches from the left 
side, start a panel one fold wide of celestial blue. Edge 
this panel with light yellow tubes. Diagonally across this 
panel place a set of Nile green tubes spaced a few inches 
apart and in between same place a twisted streamer of Nile 
green and light yellow. On each side of the light yellow 
tubes, place five pleats of Nile green. Edge the outer edge 
of this set of pleats with a set of light yellow tubes spaced 
a few inches apart, and in between these tubes, place twisted 
streamers of light yellow and celestial blue. Approximately 
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—A grocery installation that produced business— 


fifteen inches from our last set of tubes, and on the left of 
same, place a panel consisting of six pleats of Nile green. 
Edge each side with a set of light yellow tubes spaced a 
few inches apart. Between these tubes place a_ twisted 
streamer of Nile green and light yellow. On the extreme 
left corner place four celestial blue tubes. On the extreme 
right corner place two Nile green tubes. Across the top 
place a panel treatment of puffed light yellow crepe, the 
same as shown in the front foreground. 


(Continued on page 59) 


—The effective display panels in this drug display were produced by Einson-Freeman Co., Inc.— 
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HUGH LYONS & CO. 
Lansing, Mich. 


DISPLAY WORLD: 

Our copy of The Window DIS- 
PLAY MANUAL has just arrived 
and | wish to send immediately my 
congratulations. The Manual has 
been awaited many years, so long 
in fact that it had begun to seem 
improbable that anyone would ever 
write it. Out of the welter of half- 
formed ideas which have been ex- 
pressed before, you have chosen 
wisely and clarified immensely, and 
in addition the book is filled with 


original ideas as well. 


Your section on “The Future” 
«should be read by every display- 
man, manufacturer, national ad- 
vertise and magazine editor who is 
interested in retail store displays. 
IT PROVIDES A POINT OF DE- 
PARTURE FOR ALL OF US, AND 
PROVIDES EACH WITH A BET- 
TER APPRECIATION OF THE 
OTHER’S PROBLEMS. 


Barret Lyons, 


Secretary-Treasurer. 


GEO. A. SMITH 
Window Display Advertising 
Counsel 
250 West 54th St., New York 


DISPLAY WORLD: 

In my opinion | have found the 
Window DISPLAY MANUAL to be 
the finest book of its kind ever pub- 
lished. It is not only a great tredit 
to you but to the profession as well. 
! like the general “‘get-up’ of the 
book very much. It should not only 
be of great assistance to the be- 
ginner but to the experienced dis- 
playman as well. 

Chapters 8 to 19, containing the 
fundamentals of display, are worth 
the price of the book alone. Every 
displayman should have a copy of 
this Manual in his display library. 
The demand for this book should 
exceed your expectations. 

G. A. Smith, 
National Display Counselor. 

















THE KLEINHANS COMPANY 
Buffalo, N. Y. 


DISPLAY WORLD: 

A quick perusal of The Window 
DISPLAY MANUAL was all that 
was necessary for the writer to de- 
termine that this book will find a 
niche in every displayman’s library. 


! contemplate ysing The Manual 
at our Saturday morning display 
sessions. That is, having my assis- 
tants read it aloud. In this way, 
each and every one will gain the 
full importance contained in the 
fundamental work. 


The Window DISPLAY MAN- 
UAL is a worth while contribution 
to my own personal display library. 


Klement Kieffer, Jr., 
Display Director. 


THIS IS THE 





| THEY'RE 
TALKING ABOUT 


WILLIAMS DISPLAYS 
Chicago, Ill. 


DISPLAY WORLD: 
I am firmly convinced that The 


Window DISPLAY MANUAL will 
make a mark in display history, 
furnishing as it does many impor- 
tant and essential ideas concerning 
display which have not previously 
been made clear. 

There is an inspirational some- 
thing about the book that causes 
one to think and get new slants on 
old opinions of display work. 

After I have had an opportunity 
to go over the book more carefully 
I am going to comment specifically 
on certain phases of the work that 
it covers. I think it is a splendid 
contribution to the field of display 
and will be so considered by all 
people REALLY INTERESTED, DI- 
RECTLY OR’ INDIRECTLY, IN 
THE DEVELOPMENT OF DIS- 
PLAY WORK AND _ DISPLAY 
MERCHANDISING. 


J. Duncan Williams, 
Display Counselor. 








THE DAYTON COMPANY 
Minneapolis, Minn.. 


DISPLAY WORLD: 
The Window DISPLAY MANUAL 


is a real find. The contents of the 
book are truthful as well as educa- 
tional. I not only recommend it to 
the display profession, but to every 
business man who considers window 
displays an important foctor in 
modern merchandising. 
E. R. Dean, 
Display Director. 


























GIMBEL BROTHERS 
New York City 


DISPLAY WORLD: 

I have before me a copy of The 
Window DISPLAY MANUAL, 
which, I am sorry to say, I at first 
glanced through quite hurriedly. 
However, on going over chapters 8 
to 19 a little more carefully I 
found many helpful suggestions. 
The Manual does give one a clear 
understanding of the fundamentals 
requirements of window display. It 
covers the subject very thoroughly. 


R. D. Van Sand, 
Display Director. 








STIX, BAER & FULLER CO. 
St. Louis, Mo. 


DISPLAY WORLD: 

Several important promotions 
have prevented a careful study of 
The Window DISPLAY MANUAL. 
However, in perusing the publica- 
tion I was immediately impressed 
with its genuine sincerity and _ its 
close adherence to fundamental 
fact. The foibles and fetishes so 
prevalent in many other works 
were noticeable by their total 
absence. 

I would recommend The Manual 
as an ideal textbook for the be- 
ginner ... at the same time realiz- 
ing that . . . MANY OLD-TIMERS 
COULD MORE FIRMLY ESTAB- 
LISH THE COURAGE OF THEIR 
CONVICTIONS by a study of its 
pages. 

Carl H. Shank, 
Display Director. 


DRY GOODS MERCHANTS 
TRADE JOURNAL 


Des Moines, Iowa. 


DISPLAY WORLD: 

A copy of The Window DISPLAY 
MANUAL reached. us today and in 
going over it briefly, it looks good. 
In fact, it appeals to us as being 
very complete, very forceful and 
certainly comprehensive. 


Arthur H. Brayton, 
Editor. 














SEARS, ROEBUCK & CO. 
Chicago, IIl. 


DISPLAY WORLD: 


I have looked over my copy o! 
The Window DISPLAY MANUAL 
very carefully and | feel, very defin- 
itely, that you have made a splendic 
contribution to the display field 
There was surely a need for a com 
plete manual covering modern dis 
play methods. 

L. S. Janes, 
National Display Division. 


-_ 
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MONTGOMERY WARD & CO. 
Chicago, Ill. 


DISPLAY WORLD: 


I am sure that The Window DIS- 
PLAY MANUAL will prove of great 
interest to the display profession 
and to the merchants as well. Per- 
sonally, I believe that it will make 
better displaymen out of the men 
already engaged in the work. Cer- 
tainly it is simple enough and self 
explanatory enough to be followed 
by everyone who is the least bit in- 
terested. 


I was particularly impressed with 
the organization of The Manual, 
which shows, step by step, the pro- 
cess of properly presenting mer- 
chandise in display windows. 


All in all, I would say The Win- 
dow DISPLAY MANUAL IS THE 
BEST BOOK I HAVE SEEN PRE- 
PARED FOR EDUCATING AND 
ASSISTING DISPLAYMEN. 


Carl V. Haecker, 
Ass’t Sales Promotion and Ad- 
vertising Mgr. (Retail Stores) 











THE WM. H. BLOCK CO. 
Indianapolis, Ind. 


DISPLAY WORLD: 


I have just read The Window 
DISPLAY MANUAL from cover to 
cover and you are to be congratu- 
lated. It is a wonderful book and 
I feel that every displayman should 
have a copy of it. IT IS A BOOK 
WHICH MUST BE READ TO BE 
APPRECIATED. 

A. Roeder, 
Display Director. 








STRAWBRIDGE & CLOTHIER 
Philadelphia, Pa. 


DISPLAY WORLD: 


I have read several chapters in 
The Window DISPLAY MANUAL, 
particularly Chapters 8 to 19, and 
have recommended the Manual to 
my staff. I consider it as the lead- 
ing contribution of its kind to the 
display profession. 


Jerome A. Koerber, 
Display Director. 


















THE FAIR 
Chicago, IIl. 


DISPLAY WORLD: 

Your Window DISPLAY MAN- 
JAL is the first real presentation 
f display information | have ever 
‘ead. I feel certain every display- 
man will find it of great value in 


his work. 
J. H. Richter, 
Display Director. 


H. BATTERMAN CO. 
Brooklyn, N. Y. 


DISPLAY WORLD: 


It was indeed a splendid surprise 
when I| learned that one so well 
qualified as Jack T. Chord was will- 
ing to devote the necessary time 
and energy in producing The Win- 
dow DISPLAY MANUAL. It was 
a far greater surprise, however, 
when on receiving the book to see 
to what great length you have gone 
in complying data and information 

. and the wonderful manner in 
which you have arranged and pre- 
sented it. 


I think you have been extremely 
modest in terming it a Manual. | 
would prefer Encylopedia . . . for 
it treats on the entire cycle of art 
as applied to the profession of dis- 
play. It is a most comprehensive 
summary of knowledge of display 
in all its branches. You have at- 
tempted great things, and you have 
put it over. 


The Manual has come at a most 
opportune time. In this period of 
rapidly changing modes and styles 
of decoration, unless one is thor- 
oughly grounded in the fundamen- 
tals—which the Manual brings out 
so well—and knows every phase of 
display work, one is in grave danger 
of going entirely “‘hay-wire.” | 
know that the Manual will have a 
great stabilizing effect, and a 
healthy. reaction should result as it 
gets into the proper hands. 


I am very pleased to add it to my 
little “‘five-foot’’ book shelf of win- 
dow knowledge . . . and without 
reservation acclaim it by far the 
BEST and MOST HELPFUL treatise 
yet attempted along this line of en- 
deavor. It will meet the need of 
every displayman, merchandiser, 
merchant, and should receive a 
hearty response from everyone as- 
sociated with display. 


O. Wallace Davis, 
Director of Displays. 











A Combined Text and Reference 
Book, Complete in Text—90,000 
Words—More Than 450 Illustra- 
tions—Attractive, De Luxe Cloth 
Binding—Will Prove Its Value on 
Sight. 


ss Per Copy 
°F Postpaid 


Order Your Copy NOW! 





TYPICAL CHAPTERS 


Space does not permit the complete 
presentation of each chapter, but the 
following two are typical: 


Chapter VIII. ANGLES—The Old 
Idea of Angles; The Number of 
Angles to Use in a Fixture Set- 
Up; How Angles Are Secured; 
How to Determine Angle Place- 
ment; Off Angles; How Correct 
Angles Relieve Confusion in a 
Stocky Window—Example of Dis- 
play Ruined by Use of Not Enough 
Angles; Example of Display Ruined 
by Use of Too Many Angles; The 
Use of Correct Angles in a Group; 
Facing Merchandise Out of a 
Group; Angles in Furniture Ar- 
rangements. 

Chapter XI. THE SET-UP CON- 
STRUCTION—A Consideration of 
the Factors That Enter Into the 
Set-Up Construction of a Window; 
Definition of Accessory Group; 
Definition of Merchandise Unit; 
The Principle of Accessory Groups; 
The Difference Between Accessory 
and Merchandise Groups and Mer- 
chandise Units; Example of Dis- 
play Consisting of Merchandise 
and Accessory Groups; Example 
of Display Consisting of Accessory 
Groups, Merchandise Groups and 
Merchandise Units. 


CHAPTER TITLES 


. As It Was in the Beginning 
. The Responsibility for the Future 
. Windows 

. Window Construction 

. Daylight Reflections 
Window Fixtures 

. The Fixture Room 

. Fixture Set-Ups 

. Perspective 

10. Group Placement 

11. Height 

12. Balance 

13. Angles 

14. Grouping of the Fixtures 
15. The Set-Up Construction 
16. Unit Displays 

17. Readapting Displays 

18. Merchandise Accessories 
19. Fixture Accessories 

20. An Artistic Complex 

21. The Merchandise Message 
22. Installing the Display 
23. Contrast in Displays 

24. Using Colored Light 

25. Color in Displays 

26. Photographing Displays 
27. Dramatizing Displays 

28. Display Backgrounds 

29. Interior Displays 

30. Types of Show Cards 
31. Dealer Display Helps 
32. Prestige Displays 
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a cash saving of $1.00. 





BOOK ORDER BLANK 


THE DISPLAY PUBLISHING CO., Cincinnati, Ohio. 
Gentlemen: Enclosed find money order for $5.00 for one copy of The Window DISPLAY 
MANUAL, by Jack T. Chord. Please ship at once to: 
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SPECIAL COMBINATION OFFER—By adding $2.00 to the price of the book, a total of 
$7.00, we will include a subscription to DISPLAY WORLD, either new, renewal or extension, 
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FOR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 
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Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 
H. C. MENEFEE, President. 


NATHAN SILVERBLATT, Secretary. 
JACK T. CHORD, Managing Editor. 


OUR PLATFORM 


1. The Development of Window Display Advertising. 

2. More Display Cooperation by Manufacturer and Merchant. 
3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession and Industry. 
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WHAT ABOUT THE DISPLAY 
PROFESSION? 

On page 13 of the August issue of DISPLAY 
WORLD, Fred L. Packer, a prominent New York art- 
ist, had the following to say about artists: “We are 
living in a world of change. New ideas are constantly 
coming up. To keep abreast of the times requires con- 
stant study, not just an eight-hour day, but a sixteen 
to twenty-four-hour day, if you intend to keep up 
with the parade. That is to say, one should keep one’s 
mind open to impressions. [ know artists, and good 
ones at that, who have been forced to completely 
change their style of technique, not once but three 
and four times in as many years, these changes being 
made necessary by the ever-changing demand for 
originality and style of treatments. Quite naturally, 
such revolutionary demands work a real hardship on 
the artist, but he found it necessary to keep up or 
be thrown into discard. His very existence was at 
stake since he was conscious of the fact that there 
were young men, trained and eager to take his place 
in the sun.” 

If the statements made by Mr. Packer are true— 
and can we doubt them when we consider the vast 
changes made in advertising art and layout in the 
past generation—why doesn’t the same apply to dis- 
playmen, who after all, are the store’s merchandise 
artists? The position occupied by the advertising 
profession is the display profession’s “bone of con- 
tention,” but, advertising has cooperated, studied, 
advanced, while the display profession, in but few 
instances, has progressed. 
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WORLD 


It seems to me that the display profession is 
“standing still.” If you do not understand what | 
mean, take the art out of your windows—by art ! 
mean, backgrounds, modern figures and fixtures— 
compare your merchandise arrangement of today witl 
your arrangement of yesterday, and how many display 
men can truthfully say, “I HAVE ADVANCED! 

How many displaymen, when analyzing their 
merchandise arrangements, can find any change ovei 
a period of years? ... Precision in actual merchan- 
dise presentation may have been secured, but how 
many displaymen can say that their set-ups are differ- 
ent? How many men are using the same old “me 
chanical symmetry,” “stair-step,” or “back-height” 
set-up? How many displaymen are using the same 
old idea of “group placement,” “group arrangement, 
and “group association?” How many displaymen 
know anything about “perspective?” 

If I were to ask you, as a displayman, “How 
many angles do you use in your set-ups?” what would 
your answer be? If I were to ask you, “How do 
you balance a group of unit displays?” what would 
you tell me? If I were to ask you to explain “per- 
spective” in a display, how would you explain it? 
And yet, you are a modern displayman. You have 
kept up with the times. 





CALLING “A SPADE 
A SPADE” 

The editorial page in the August issue was devoted 
almost exclusively to a consideration of a certain phase 
of point-of-sale advertising. 

DISPLAY WORLD is not trying to do a destruc- 
tive job. Quite the contrary. But we feel before 
point-of-sale advertising can hope to do a constructive 
job certain conditions existing today must be elimi- 
nated. As we secure the cooperation of certain dis- 
play producers the job we are trying to do will be 
hurried. But, with or without cooperation, the job 
we intend to do will be done. 

We realize the impossibility of even hoping to 
picture every display that is produced. This month 
we have illustrated quite a number, but the important 
consideration is: We have taken four displays—dis- 
plays we consider outstanding—and have suggested 
appropriate installations. 

We refer you to, “The Display and Its Installa- 
tion,” page 48. We are going to ask every dis- 
playman, installation concern, lithographer and na- 
tional advertiser that reads this editorial and our 
presentation of the subject to write us regarding the 
following questions: Will such displays improve the 
standard of display installation work? Will such 
displays improve the standard of lithographic dis- 
plays? Will such displays improve the standard of 
manufacturers’ display appropriations ? 

Money is being spent for displays, but is it being 
spent wisely and well? We hope that these “hard 
times” have not brought about a state of false econ- 
omy ; a condition that will act like a boomerang, aiid, 
on-its return flight, completely bowl-over the displays 
that have been “tiding-over” appropriations until 
“good times” return. 
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Did Anyone Ever 
Tell Your? 


When “Billy Bill’ and 
a few of the Boys get to- 
gether, it’s time for that 
old song — ‘Oh! Say 
Do You Remember?”’ 


T was just one of those dreamy, “moony” 
summer nights, when a fellow gets to feeling 
like he would kiss his mother-in-law, or do 
a spring dance, when a few of us boys got 

together at a certain “interior decorating studio” and 

drifted into the “did anyone ever tell you” mood. 

Here is some of the dope that was handed out. 


~ 


Did Anyone Ever 
Tell You 


THAT “Jerry” Sorenson, display manager, The 
Sheppard Store, Providence, R. I., is the Beau Brum- 
mel of the display profession, and yet with it all, is 
the most retiring of individuals and is still a bachelor? 

THAT Mr. Woolard, display manager, Arnold- 
Constable, Fifth Avenue, New York City, has the 
distinction of being one of this country’s foremost 
designers of women’s gowns, and while acting as 
display manager for Philipsborn’s, Washington, D. 
C., designed some of the smartest gowns seen at 
Washington society and diplomatic functions? 

THAT Pete Bellaire, display manager, Siegel’s, 
Detroit, Mich., was the first displayman to use mod- 
ern and ensemble ideas in his windows, and all this, 
while my good friend Pete was doing his “stuff” for 
the Himmelhoch Co, in Detroit some good many years 
back. 

THAT the most perfect life-like reproduction of 
Abraham Lincoln, in wax, was done by Irving Cul- 
ver—Irving having gone into all the history books 
he could lay hands on and getting the great emanci- 
pator’s measurements down to the fraction of an inch? 

THAT “Joe” McCann, display manager, S. Kanns 
« Son, Washington, D. C., is about the keenest judge 
of window display advertising in these whole United 
States, and his mechanieal displays are about as fine 
as you can hope to see anywhere; and Joe, despite the 
fact that he appears stern, hard to approach and a 
“tough” task-master, is the most regular fellow in the 
disp'ay profession today, and is always ready to help 
the ther fellow ? 

HAT if we had an Arthur Price and another 
Art! ur Price in the display game these past thirty- 
lour years, we would now be “sittin’”’ on top of the 
worl in the National Retail Dry Goods Association, 
and vou and me would not have to take the “gaff” we 
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are forced to take now. Us “window fellers” would 


be display executives on a level with (or above) the 
advertising “bohunks,” the buyer, the stylist, the 
“traffic manager” and a few more “what this’es” that 
we now have to take the “baloney” from. Your boss 
and my boss looks up to an N. R. D. G. A. affiliation 
and believe you me, “Minerva,” unless you just want 
to be a “winder dresser” climb on this N. R. D. G. A. 
band wagon, despite what “Merchant’s Record and 
Show Window” says, I'll have more to say about 
this later. 

THAT Charlie Wendell’s windows of his Gimbel 
3ros., New York, days, are still talked about, although 
tons and tons of water has flowed under the Brooklyn 
bridge since Charlie did his stuff “Uptown,” and 
that Wendell’s windows today at J. L. Hudson Co., 
Detroit, Mich., are as up-to-the-minute as you'll find 
in the good old U. S. A.? 


THAT the grocery and bottled preserves windows 
as “trimmed” by Fred Schmehl, Sr., “away back 
when,” for the old Siegel-Cooper Store, Sixth Avenue 
and Nineteenth Street, ‘New York City, have never 
been equalled by any store in the United States, and 
take it from me “brother” that’s covering some real 
estate ! 

THAT Charlie DeVausney, display manager, 
Namm’s, Brooklyn, N. Y., once was a prize fighter’s 
manager, a bike racer, prize dancer, and sits in on 
practically all the big political “doings” in Brooklyn 
today? Knows all the “worth knowing”’ politicians, 
and yet has the time of his life trying to get into an 
“interior decorating studio” or getting a “ticket” 
squashed. “How come? Angel Breath?” 

THAT “Tommy” Lynn, display manager, The 
Diamond Co., Charleston, W. Va., can out-dance a 
lot of the “palookas” who have their names in electric 
lights along Broadway, New York City, either ball- 
room or acrobatic dancing ? 

THAT “Tra” Chambers, display manager, Frank 
R. Jelleff’s, Inc., Washington, D. C., is about the best 
women’s specialty store display executive the east can 
boast of today? Tray is blessed with that uncanny 
“sixth” sense that always makes him one or two 
jumps ahead of the other fellow. 


THAT Walter Ford, display manager, The Hub, 
Baltimore, Md., is doing about the “keenest” job of 
any man, down where the south begins? And that 
you can learn “lots” if you get down Baltimore way 
and give his “stuff” the “so-and-so,” and, by all means, 
stop in and see Walter. He is the most congenial 
sort | know of and always finds time for a “chat.” 


THAT this fellow, “Stang” of Julius Gutman Co., 
down in Baltimore, is also doing a right good job? 
And, like I’ord, at the Hub, is a regular fellow, who 
will go out of his way to help the fellow climbing 
the ladder. 


THAT Dave Hamberger has about the “spiffiest” 
show room in New York City right now? And that 
congenial Dave shows no sign whatsoever of being 
spoiled by it? It’s the same old “glad-hand” with 
Dave and “Let’s eat!” 
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The Hardest Job Is Up | 
To The Small 
Merchant 


By FRED L. PACKER 
NEW YORK CITY 


ERSONALLY, I feel that the hardest job is up to 
the small merchant. He must, of necessity, keep 
up with the parade. This puts it strictly up to 
him to be his own displayman, and, if he is not 

up to the job, his sales will suffer for it. He has his win- 
dows and they are his bid for his place in the sun. 

These smaller stores are in the large majority throughout 
this land and it is quite surprising to note the great improve- 
ment in displaying merchandise. Not so long ago it was no 
rare occurrence to see real carelessness in this important 
detail. Displays were left for weeks on end with the natural 
accumulation of dust and dead flies to repulse prospective 
buyers. Times have changed and a realization of the true 
selling power of display has been brought home to the mer- 
chants everywhere. 

It does not take long to see where the art of display has 
been studied in these smaller stores. Usually the result is 
obvious for there comes with it a general appearance of 
success. This, in turn, stimulates the customer with a feeling 
that he or she is shopping wisely. 

I will not have to describe these careless merchants. 
Everyone knows them; and how they manage to exist has 
always béen a mystery to me. While times were good and 
everyone was spending, they could carry on. Now it is a 
very different story. It requires an extra effort, that extra 
bucket of coal, and the wise merchant will turn instantly 
to display. 

Now, let’s take an inventory of appearance. What about 
paint? Does your store have that well-groomed look that 
only paint can give? What about your awnings? Are they 
attractive or have they been in use for years? What about 
your windows? Are they clean and free of the film that 
will dull the brightest colors? What about your signs, etc.? 
I could go on calling attention to many things that have a 
direct bearing on your sales. You must be made conscious 
of these things. To you your store is where you spend most 
of your days and it is easy to become accustomed to things 
as they are but how does it look to the one who, for the 


—Fred L. Packer is 
one of the _ east’s 
most outstanding art- 
ists. His work has 
appeared in scores of 
magazines, and these 
four designs for play- 
ing cards but hint at 
his versatility— 


first time, enters your store to look you over—will he return 
after that one chance you have had to make a “regular” out 
of him? Look the facts squarely in the face. Do you 
measure up? Is there something you can do to improve your 
place? In most cases, I'll say there is. 

I shall make no attempt to tell you how to do these things. 
It is strictly up to you for, after all, in your store you are 
only expressing yourself. There are usually two doors to a 
small store, the front and the back. With these you are 
familiar. What you should do is to enter through an 
imaginary side door and study the picture your place pre- 
sents. This may give you an idea of how the other fellow 
sees it. Then spend a few dollars wisely for it will be “bread 
cast upon the waters.” 

What would it cost to have your window space done over, 
say in hardwood or in some pleasing texture of plaster or 
cement. Now is the time to do it. Materials cost less now 
than they did and there are plenty of willing hands to do 
the work. Then, when these windows are in, you will find 
a new’ thrill in dressing them. As to how this is done is 
also your worry, but that can be easily overcome, for there 
are rules to govern every problem and these are within easy 
reach of all who desire to benefit by them. 

Spend money at this time, you say! Well, it surely would 
be worth it, I feel certain. Those who succeed will be 
forced to the utmost to stimulate trade and I know of no 
better way. Don’t get the impression that I advise a complete 
revolution but rather a sane inventory of appearance values. 
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sti One SO a 


Even in this day of keen merchan- 
dising, one important hindrance to 
correct selling is often overlooked. 
Twilight Zone lighting in the show 
window continues to exact its toll 
from the turn-over and sales volume 
of many progressive stores. 


The reason for this lies in the de- 
ceptiveness of the Twilight Zone 
itself. Apparently adequate under 
ordinary observation, this wasteful 
half-light actually robs your displays 
of life and color . prevents ac- 
curate inspection of merchandise . . . 
lails to attract customers. 


A\ scientific check-up of your window 
lighting system may lead to new 
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Pps Out al the 
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Send for 
your free copy of “Mer- 
chandising Steps Out 
of the Twilight Zone.” 
No obligation whatever. 


effectiveness in your displays. 
Lighting Specialists of your local 
light and power company or the 
Westinghouse organization are al- 
ways ready to make such surveys. 
Without charge, they will assist you 
in eliminating the Twilight Zone. 


Out of the Twilight Zone 


For those interested in more profit- 
able selling, an interesting, illus- 
trated booklet, “Merchandising Steps 
Out of the Twilght Zone,” is avail- 
able. Write for a copy to the 
Westinghouse Lamp Company, De- 
partment 203, 150 Broadway, New 
York. 


*The deceptive half-light between obvious darkness and adequate illumination. 


«23 Westinghouse W) 
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Felt for Modern 
Displays and its 
History 


(Eprtor’s Note: This is the second of a series of four 
articles on felt. W. L. Stensgaard and Associates have 
furnished the material for the modern use of felt; while 
the Western Feit Works, Chicago, have furnished the 
story and illustrations for the history of felt.) 


ITH the dramatization of the “merchandise mes- 
sage” on the show window background, an effect 
that has been used the past few months to excep- 
tional advantage, felt letters and cut-outs have 

proved their worth time and time again. Certainly, felt, for 
such display work, is practical and economical, and such 
effects will be used more extensively in the next few years 
than ever before. Felt allows the average merchant to have 
more attractive posters at a smaller cost. In addition, the 
posters are more readable and attractive than those made 
with paint and brush. 


Felt in China. 
N the earliest documents of the Chinese, no mention is 
made of felt. It appears in Chinese records toward the 
end of the Chou dynasty (fourth to third century B. C.), and 
felt rugs seem to have been used at that time as mattresses 
to sleep upon. At the outset it is improbable that the Chinese 
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—Chinese ceremonial of lifting the Emperor on the sacred 
felt mat— 


could be regarded as the inventors of felt. They raised sheep, 
but never utilized their wool for any fabrics. Hemp and 
other fibrous plants, as well as silk, furnished the staple for 
clothing. Woolen materials have always been alien to 
Chinese civilization. 5 

From early times, the north of China was in close contact 
with central and northern Asia teeming with a vast pastoral 
population, for the greater part, of Turkish and Tungusian 
nationalities. These ever restless hordes perpetually poured 
over the Chinese frontiers and raided and pillaged the vil- 
lages of the farmers. The most dreaded of these predatory 
foes were the Hiung-nu, as they are styled in the Chinese 
annals, who have been identified with the Huns. 

From about 1400 B. C. the Chinese were constantly en- 
gaged with them in a life and death struggle. The Chinese 
armies in the beginning were usually the losers, as_ they 
opposed their infantry to the mobile cavalry and mounted 
archers of their enemies. The Hiung-nu, a Turkish tribe, 
wore coats or overcoats of felt and lived in tents covered 
with the same material. 





—The attractive display pictured above illustrates 
a large, colorful felt panel. The size of this 
panel is 5x7 feet. It is but one of a series of 
effective posters made by W. L. Stensgaard and 
Associates for Bradley Knitting Mills. The 
panels were used in many of the finest stores this 
summer. This window was merchandised by 
Wm. M. Sheppard, display manager, Nebraska 
Clothing Company, Omaha, Neb.— 


The Lesson of Battle. 

It is very probable that the Chinese made their first 
acquaintance with felt during their long military and dip!»- 
matic intercourse with the Hiung-nu, which lasted for may 
centuries. In 307 B. C. Wuling, king of the principality Ch: °, 
adopted the clothing and the tactics of shooting with the bc w 
on horseback from the nomadic tribes. Chinese garmerts 
were spacious, loose, and flowing and a series obstacle ‘0 
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riding and shooting, while the costume of the nomads was 
tight-fitting and included tall boots. There is no doubt that 
on the occasion of this reform movement in dress, also ar- 
ticles of felt and perhaps the manufacture of felt itself were 
alopted by the Chinese, to whom the country inhabited by 
te nomads was known under the name “The Land of Felt.” 

At the end of the third century A. D. the use of felt was 
still regarded as something foreign and barbaric, for it is on 
record that in the period Taikang (A. D. 280-290) when fillets 
and girdles of felt were introduced as a novel fashion the 
people ridiculed this custom and said, “China apparently has 
been conquered. by the nomads (Hu), for felt is a product of 
the nomads, and now with felt fillets and girdles we adopt 
their styles.” : 

In A. D. 532 Yuan Siu was placed upon the throne as 
tenth emperor of the Northern Wei dynasty by Kao Huan, 
wio sent four hundred horsemen to meet him. The future 
emperor betook himself into a felt tent to don imperial 
regalia. He was then escorted to the east gate of the palace, 
and according to an ancient custom of the Toba, one of the 
northern nomad tribes from which the Wei dynasty issued, 
he was lifted by seven men on a piece of black felt, and 
while seated on it, he bowed toward the West, imploring 
Heaven. 

The felt of northern China is thick and solid; in the 
South felt pieces are made to a length of over thirty feet 
and to a width of from sixteen to seventeen feet.. These are 
doubled along their width, and the two ends are sewed to- 
gether, so that they are from eight to nine feet wide. They 
take a piece of felt lengthwise and wrap it around their 
body, fastening it with a belt around their loins. The women 
follow the same practice. During the daytime they are thus 
wrapped up; at night they sleep in their felt blankets; 
whether it rains or the sun shines, whether it is cold or 
warm, these are never separated from their bodies. Those 
which are long and big and yet light in weight are held in 
the highest esteem, and those manufactured in the country 
of Ta-li (in Yun-nan) are regarded as the best. 





—Quadrangular tent of felt—Tibetan— 


The method employed by the Chinese in preparing felt 
is the same as that used by the Tibetans, Mongols and 
Turks, with a single exception; the first step they take is to 
loosen the wool by means of a large bow by tightening the 
string and jerking it off in rapid motion. This process is 
derived from that of treating cotton, and the bow in either 
case is identical. The layers of wool are heaped on a bamboo 
mat and carefully moistened with water sprayed from the 
mouth, in the same manner as our Chinese laundrymen 
Moisten linen. Then the wool is rolled up in the mat which 
is rolled to and fro, and pressed by means of the feet. 


Felt in Tibet. 


In ancient times felt and hide formed the common material 
for the clothing of the Tibetans, according to the Chinese 
ann: ls of the Tang Dynasty (A. D. 618-906). Felt was also 
usec in Tibet for plates. Even the kings of Tibet were clad 
in garments of felt. When Srong-btsan sgam-po, the first 
king of Tibet known in history, married a Chinese princess 
in“. D, 641, he adopted, in order to please his refined con- 
Sort. the cultured manners and customs of China and dis- 
{Continued on page 53) 
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SSE CaS TTT Seal 
a 
By using standard size panels made in USE 
widths of 15, 30, 45, or 60 inches, 
height to suit your display, you can F E LT 


create a thousand pleasing window ef- 


fects by merely re-arranging the panels. LETTERS 














Frames can be covered with 

fabrics, felt, or other plain FOR 

colored materials of neutral 

shades. YOUR SALES 

With the use of felt illustrations in 
tandard di ions (15x30"), felt MESSAGE 
letters, and strips, you can 
create another thousand IN 
good displays by merely 
changing illustration and COMBINATION 
rearranging copy or strips. WITH 
ILLUSTRATIONS ILLUSTRATIONS 

Most any subject you can OF FELT 
want—in colors. 
Size 10Y%x12_$1.00 each 
Size 14x22___ 2.50 each Nepean 
Size 15x30___ 3.75 each EASY TO 
Order several today— READ 
merely state subject 
wanted. 




















Also new low prices on 
Felt Letters 


A new broadside, showing functional backgrounds and illustrations now 
ready—sent upon request. If you have not received our new circular on 
felt letters, designs and strips. Write for it today. 


The above illustrates panel 45” x 8’, usipg 15 x 30” 
illustration, also 3” and 11” felt letters. 











W.L.STENSGAARD AND ASSOCIATES 


981-982 Merchandise Mart CHICAGO, ILLINOIS 








FOR YOUR 


FOOTBALL 


SEASON 
DISPLAYS 


Rockne has been the greatest 
figure in the history of foot- 
ball sports. 


Reproductions of this skillfully 
sculptured and copyrighted model 
is now offered for use in window 
displays or in the sports depart- 
ment of your store. Later, we 
suggest the store present the 
model to some local club—this is 
sure to win good-will and pub- 
licity for the donor. 

The size is 33” high. 

The finishes are antique bronze, 
antique silver, or gold. 


Eck © 20 


We also have a _ smaller 
statuette of Rockne— 10” 


high, in the same style and 

ROCKNE finishes. They are great for 

z displays or resale. They are 

Won 108, Lost 12, Tied 4. $1.00 each or $7.80 per dozen. 















W.L.STENSGAARD AND ASSOCIATES 





981-982 Merchandise Mart CHICAGO, ILLINOIS 
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New York Turns To 












Empress Eugenie 


By COLEMAN McCAMPBELL 


MPRESS EUGENIE must have cut a dashing fig- 

ure at the Court of Tuileries. Of Scottish descent 

(her mother was a Kirkpatrick), this damsel mar- 

ried Napoleon III. ’Tis a pity she couldn’t have 

been reincarnated this season to enjoy all the widespread 

advantages of radio, television, airplane and other modern 

means of fashion publicity as applied to her personal sartorial 

caprices. Certainly she has kept thousands of craftsmen busy 

“turning out hats and accessories and sundry items labelled 

“Empress Eugenie.” Also she has given displaymen, along 

with other seasonal themes such as schools and fur coats and 
Oriental rugs, something to motivate their windows with. 


Lord & Taylor’s. 
Very formal and very impressive is the current series of 
windows. They have white fabric backgrounds which com- 










—The merchandise card in this 
“Treo” window at “Best’s” reads, 
“Best’s suggests Finesse Foyn- 
dations for Fall Fashions.” “A 
“mechanical symmetry” set-up 
has been employed which dis- 
plays the merchandise very effec- 
tively. The reproduction of the 
playing cards is excellent; they ~ 
form a splendid background for © 
the idea: “All are Honors”— 
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pletely encase the windows, concealing the stand- 
ard round niches and converting them into white 
fluted columns. The flat wall space in the rear 
has a stiff white lambriquin at the top and cur- 
tain drapes at the sides, all of wallboard. The 
lambriquin is fringed with tiny red tassels an 
the curtains are caught with red cord. Silve- 
stars, cut-out and accented with air-brusi 
shadow to throw them into bolder relief, are 
appliqued at strategic corners of the curtain and 
lambriquin arrangement. An extremely apt 
touch is that of having the window cards 
duplicate this curtain effect, even to the stars 
and red tassels, as well as echo the color of the rear wail 
area. The caption of each card begins with the word “Note.” 
Sample captions are “Note: Sharp Contrasts for Street’: 
“Note: Back Interest in Evening Gowns”; “Note: Hatter’s 
Plush”; ‘Note: Bulk Above the Waist.” The last-named 
legend referred to the concentration of the bulk (in line and 
material and trimming) of the fall coats above the waist. 
Earlier in the month barrages of windows focused their 
appeal on school appeal for youth of all ages. In a window 
featuring Cavalier coats small samples or swatches of the 
newest coat fabrics were fastened to the card. 


Best’s. 

“All Are Honors—A Finesse by Treco” was inscribed on 
the floor of a window designed to intrigue women bridge 
(Continued on page 56) 


—This “Enamelware” display at 
“Gimbel’s” suggests that the cus- 
tomer “Visit the Enamelware 
Booth—displays of Polar and 
Kramer ware.” This window 
was but one of a series, all simi- 
larly treated, for “The Sixth 
Floor Fair.” The most notable 
feature of this display is the fact 
that the merchandise is brought 
down-front— 
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What Are Your Ideas 
Concerning Show 
Cards? 


By R. TRUMBULL 
DISPLAY DEPARTMENT, 
CHARLES F. BERG, 
PORTLAND, ORE. 


ENERALLY speaking, because all card writers, 

displaymen, store owners, merchandise men and 

department managers have different ideas con- 

cerning show cards—whether the display should 

carry a card; whether the display shouldn't carry a card; 

the size of the card; the value of the card to the display, 
etc._—our consideration will concern some of these ideas. 

In questioning displaymen, if they are merchandise men, 

in any sense of the word, they place a per cent value on their 


—“Trumbull” cards carry that certain punch 

that makes them distinctively different and 

yet forcefully sales productive. What 
more can be asked ?— 


cards. That is to say, if a display has been installed they 
usually consider the show card of much less value than had a 
sale display been installed. 

The policy of some displaymen is to have a show card in 
every display—they do not consider a display complete with- 
out one. This applies to opening style windows as well as 
real sales producers. After all, the main idea is to sell mer: 
chandise and style points on any card should be down in 
“black and white,” just as much so as any price point. These 
particular displaymen place a very high value on the show 
card. However, every card should be worth the value placed 
on it. Cards should bring forth some definite style feature or 
some fact of exireme importance about the particular display 
of merchandise they are exploiting. The show card, in 
order to derive full value from it, must have a definite place 
in the particular display in which it is used. 

A card reading, “White Coats for Summer,” for instance, 
tells the customer nothing more than she can see at a glance; 
but, “Summer’s Favorite—White Polo Coats—$16.00 and up,” 
tells her something that she does not see or know. (1), that 
white coats are being worn by well dressed people; (2), that 
this particular store has these fashionable coats at only 
$16.00; (3), it also tells her, by the word polo, that these 
coats can be worn not only for street, but are equally as chic 
for active and spectator sportswear. 

No matter whether it is a display of coats or lawn mowers. 
the same principle applies. You must tell the customer that 
the lawn mowers are not just ordinary lawn mowers, that they 
are the value of the year—either in price, quality or style. 

Are not all displaymen looking for something differert to 
use in this or that display? We know that to be true, and 
that ideas are their biggest worry. Why? Simply because 
the passerby does not notice an ordinary display. It takes 
something original, something really different in design. 
color, etc., to attract attention. By the same token, the ‘ruly 
up-to-date card writer is looking for new designs; new styles 
in letters, new color combinations, new mat board designs. 
produced in black etc. He needs something that will give a new or different 
and touched up in Y touch to his work—a change from the style he has bee? 
pink, buff stock— using. 
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In any city one visits, should the question arise: “Who 
made a certain show card?” Probably a dozen people could 
give that card writer’s name merely by the style of lettering, 
the border, the cut of the card. For a commercial card 
writer, the ability to keep his letters in one style, his cards 
in one design and his borders alike is a noteworthy achieve- 
ment, and it is good publicity for him. His cards, no doubt 
are scattered over a large territory and it is well that people 
recognize them. 

ut, on the other hand, if the window cards at one store 
all appear the same; the letters the same, the design the same, 
the style alike, the passerby passes by and takes little or no 
notice of them. The interior cards may be the same in design 
and color because uniformity is necessary. However, the 
window cards should be as attractive and yet as different as 
possible; in order that the public does not look past them. 

A show card should not be flashy or put the slightest 
discord in the display presentation. They should always be 
in harmony with whatever is being shown. If the merchan- 
dise is for fall, fall colors should be used; if for summer, 
summer colors. If white suits are being shown, why not 
white letters on a black card? 

An up-to-date card writer, in order to keep his window 
cards “up to snuff” should have at his finger tips a dozen 
different letter styles—from script to the most modern style 
available. At times it is necessary to invent styles to fit the 
needs of the moment, and if the card writer is progressive he 
will be capable of any situation. 
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ORDER Daily's 
CHRISTMAS DISPLAY 
CARDS Now! 


BEAUTIFUL ! 
DISTINCTIVE ! 
ECONOMICAL! 











ee 





Plan now to increase Christmas business and 
enhance store displays with Daily’s Christmas 
Display Cards. Many designs . .. many sizes. 
Printed in four beautiful colors, on best grade 
stock. Priced unusually low. 

Send for my new folder containing price list 
and illustrating my complete line of Christmas 
Display Cards. Don’t delay. Early orders 





are guaranteed .full selection. 
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Detroit Continues To 


Exploit Sales 


By F. E. WHITELAM 


ITH the month of August in Detroit, clinging to 
excessive heat, it seemed unusual to view the win- 
dow displays getting darker and darker. That is 
to say, suits, wool and silk frocks, with fur coats 

in predominance toward the early part. The outstanding 
thought in all displays reminded the tentative customer that 
this year prices crashed lower than in any year, and according 
to comparative prices, proved “this” is the year to buy. 


Kern’s. 


As her neighbor store, no doubt behind the lines during 
August, was very busy planning and preparing their great 
yearly event, “Kern’s Founder’s Sale,” this may have had a 
slight bearing on the few changes noted throughout the 
month; although furs, school, college and men’s wear, also 


—‘Don Ferguson” continues to 
produce outstanding displays at 
S. L. Bird’s, Detroit. This 
“Shirt” display is his latest con- 
tribution to display fame. The 
merchandise card, which is gi- 
gantic in size, reads: “Broad- 
cloth shirts $1.69—3 for $5. 
Nearly 3,000 genuine pre-shrunk 
English broadcloth shirts in 
white and vat-dyed plain colors, 
3,600 plain color and fancy pat- 
terned cravats, hand _ tailored, 
silk lined, resilient construction, 
98c— 
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fall fashions were noted in settings of outstand- 
sales appeal. Tan felt was used as a backgrouiid 
for showing fall coats and furs. On the larze 
center panel, “Special August Selling of Coats” 
and “Special August Selling of Hudson Seal 
Coats at $225.00,” was lettered in brown felt, 
large and showy. The school and college dis- 
plays were similar in treatment. Some six wia- 
dows showed groups of various ages, from tot 
to teen. Tan felt was used as a center panel on 
which, in clever felt cut-outs, were scenes and 
figures fitted in perfect harmony to augment the 
merchandise display. These poster effect illus- 
trations were attractive and well done, adding interest and 
variance to a theme, time-worn and usually over-drawn. 


At Himelhoch’s. 


Many changes were noted; one time several windows of 
hats, the popular Empress Eugenie, then a change to suits, 
gowns, Coats, accessories, even a fashion flash presenting the 
Paris fall colors. With these displays many odd, old world 
touches of art and design brought out the quaint fashion 
characteristics prevalent this season.. The school and college 
displays had a simple but effective theme, namely, each dis- 
play, as the card explained, had a definite place in the college 
girl’s wardrobe. As “Touch Down—A score for the team, 
but pile up a winning score for yourself at the game with 
(Continued on page 67) 


—The merchandise card in this 
“F, E. Whitelam” display reeds, 
“To the Miss College Bouni— 
Fyfes features stunning footw’ar 
for every College activity $8.50.” 
A simple, dignified backgroud, 
done in a modern manner, serves 
as an appropriate setting for ‘he 
shoe display. Hosiery, bags #14 
shoe buckles serve as acceés- 
sories— 
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—Here is a card that 

is different, with 

an effect that is 

easy to pro- 
duce— 


—A tie-up 

with a local ad 
was secured with 
this “Five o’Clock” 
card— 


Above all, the show card, through the eyes of the passerby, 
should instill into the customer—even though she fails to 
look at anything in the window but the card—that the coats 
described are white; that they are the newest style; that they 
are only $16.00. This can be accomplished not only by the 
wording, but to a much greater extent, by the presentation 
of those words in color, style, arrangement, or a sketch on 
the card in keeping with a local ad or a national campaign. 

For instance, let us analyze the “Shiny Straw” card. It 
appeared in a display of black shiny straw hats. The card 
was made by covering a piece of heavy cardboard with black 
shiny oilcloth on which cut-out letters and panels were 
fastened; the lettering on the panels was done in black ink. 
This card instilled into the minds of whoever saw the card— 
even without the merchandise—that the hats not only pointed 
the way to smartness, but were black, shiny and only $5.00. 

The card headed “Sharp Contrasts” was used with a 
display that featured white trimmed, black dresses. The 
car’ was done in black pen letters with white outline on a 
mocernistic buff card. The card for “Pajamas” was used as 
an introduction card. It was done in black, touched up with 
Pink, on a buff stock. The “Velvet Turbans—$10.00” sug- 
gest-d the fall season. It was done in pale orange, yellow 
and black. 

“ometimes, quite accidently, a card writer will stumble 
on the means of securing’an altogether different effect. Such 
was the case with the “Rosello Tweed” card; the simple 
deccration is nothing but three colors of crayon which har- 
mon'zed with the hats, smeared slightly with art gum. 


DISPLAY WORLD 





—ready NOW for Fall 


DIAGONAL 


CRESTONE finish CARDBOARD 





Send today for samples 
too NEW to be in any 
book you now have. 





Diagonal is an original 
three-tone design featur- 
ing five Autumn shades 
for smart show cards. 


TURQUOISE « STONE 
MAUVETTE « CHAMOIS 
NILE BLUE 


CHICAGO CARDBOARD COMPANY 
666 Washington Blvd. Chicago, U.S.A. 


Originators of Smart Show Card Boards 























- THE IDEAL UNIT: 


for the window trimmer, 
eardwriter or decorator 


TYPE H 


AIRBRUSH 


This low-priced airbrush applies anything from a fine 
line to a wide spray or stipple effect in the heaviest or 
lightest colors. Easily and quickly adjusted—the 
most efficient medium for coloring, stenciling, bronz- 
ing, tinting, spotting, blending, shading, etc. For 
low-cost quality performance and wide range of 
utility this unit has no equal. Write today for prices 
and specific data about the Model H Airbrush and 
ask for information about the complete Paasche line 
of Displaymen’s Units. 


eo 


Branches in all principal cities, Canada, and foreign countries. 
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The Display ! a —_— i 


Installation 
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How would you, a | a Bi, ee : i 
displayman, install - s oo ae | 4 
these three displays? . <n 4 
bi 
B 
te 
th 
—The “Kroehler Bed” Se 

display, pictured above, 

family lnrating is in eight pieces. It was 
installed in a twenty-foot Id 

window. The figures are 
life size— ac 
W! 
Wi 
se 
ha 
$17 
—Two patented pyramids th 
are pictured with this fan 
“Feen-a-mint” display. rs 

The three poster units 
produce a real human 
interest appeal— 

su 
Gl 
ins 
M: 
in! 
—This “Occident Flour” , 
trim consists of three prs 
pieces: The center unit i 


illustrates the product; 
the two giant bags con- sy: 
tain explanatory copy— 


K beans three displays pictured on this 
page are products of the Einson-Free- * 

man Co., Inc., Long Island City, N. Y., | : ha: 

and DISPLAY WORLD is wondering CCIDENT e ._ Cis 

how the average department and installa- | 3 Co, 

tion displayman would install them? Fy shige - 


The “Kroehler Bed” display has been F the 
installed in a large window; the figures . —— ~~ 3 
are life size, and as the display contains sa y Nee , 
eight pieces it offers an excellent opportu- oe : N. 
nity for installation—IF ACTUAL MER- i ‘ : SE 
CHANDISE IS USED. ’ ; i z a 

Human interest displays are interesting ce QCCIDEN! 4 Bee ¢ : } coy 
and most always produce results—IF ats Ly by — % Ey. 
THE PUBLIC WILL STOP: LONG i a oe Lae | a oa anc 
ENOUGH TO READ THE COPY. % PS |) lc a > : tite 
When the success of a display depends on : oe _ ete i oie 
the public’s time, make that “time” as ‘ona . ee ee, EE 7 
SHORT and INSTRUCTIVE as possible. 3 . a; 

“Occident Flour” is exploited in ati ex- i< i - ? RO 
cellent manner in this display. The idea : 
—OCCIDENT FLOUR MAKES BET- : MAKES ; tha 
TER BREAD, CAKES AND PAS- BETTER BREAD 3 Gol 
TRIES—can be caught at a glance— : ARES AND PASTRIES ‘ Pa 
THAT’S IMPORTANT. Ordinary in- -— : : “4 
stallation, however, will ruin the power $ : ri 
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Display Service 
Activities 


With the opening July 1 of their Birmingham office, 5020 
First Avenue, North, Roan Display Service is in a position 
to guarantee the manufacturer complete coverage of the state 
cf Alabama and the Gulf Coast on any campaign. Roan 
Service is the only company maintaining an office and a 
force of decorators in the two largest cities in that territory; 
they are the only service that can guarantee such a coverage. 
Roan issues a special invitation to all manufacturers to have 
their representatives call on them for information concerning 
any of the cities or towns in their territory. They will gladly 
direct them to the trade and assist in every way possible. 

J. H. Roan, who, before entering the display business, was 
buyer for a large chain of drug stores. He manages the 
Birmingham office, while T. McGonigal manages the Mobile 
territory. The Mobile force serves south Alabama, including 
the cities of Montgomery, Tuscaloosa, Gadsden, Anniston, 
Selma and Huntsville, as well as many smaller towns. 





J. A. Wright, operating a window display service at Boise. 
Idaho, writes: “Business is good here and more national 
advertisers are coming into this territory all the time with 
window campaigns. Merchants here are completely sold on 
window display and are more than pleased to cooperate to 
secure highest quality displays. I believe that this territory 
has more and better window space than any other of its 
size that I have ever seen.” Reports like this do indicate that 
the window installation business is holding up well and 
indicates the sound position which window advertising has 
won in national merchandising. 





Gerald H. Glass, for the past thirteen years operating 
successfully in the city of Roanoke, Va., as the Gerald H. 
Glass Studios, announces addition of a new department cater- 
ing to the installation of nationally advertised window trims. 
Mr. Glass, who is well known to the merchants of Virginia, 
informs us that he will be assisted by a crew of expert dis- 
playmen, who will cover the whole of Virginia, West Vir- 
ginia and North Carolina, with a most complete service for 
the national advertiser, featuring the ‘“Photo-Check-Up” 
system on all trims. 





GOOD ADVERTISING 
SERVICE 

Down in Tucson, Arizona, the Codd Advertising Service 
has contracts for the following display installations: Camel 
Cigarettes, Oronite Fly Spray, The American Safety Razor 
Corporation. Other contracts are coming in and it looks like 
a very busy year for Codd. This company has been serving 
the Tucson market for ten years. 





N. J. GROVES ADVERTISING 
SERVICE 

The N. J. Groves Advertising Service, Joplin, Mo., are 
Covering the following ceunties with displays of Iodent- 
Ever-Ready, Camel Cigarettes, Carey Salt Displays ; Newton 
and Barry, Jasper Caunty, Missouri; Ottawa County, Okla- 
homa; Cherokee, Bourbon, Neosho, Labette, Montgomery 
anc Wilson, Crawford County, Kansas. 





ROBERT WAITT, INC. 


Xobert Waitt, Inc., Wind-O-Service, Richmond, Va., writes 
that during the month of July, Chesterfield, Lucky Strike, Old 
Gold, Amox, Pro-bak, Iodent and Gem, Squibbs Household 
Gor ds, Sal Hepatica and McAllen displays were installed in 
Ric ‘mond territory. The month of August was good and 
Sep'ember looks even better. 
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Local Windows Should Be 
As Carefully Planned As 


National Advertisements 


The primary purpose of an advertisement 
is to produce maximum sales. Installed 
windows exist for the same purpose. 


Like a national advertisement, a_ local 
window that is intelligently planned .. . 
expertly executed . . . carefully supervised, 
is a window that creates maximum sales. 
No other kind of window should be ac- 
cepted by a national advertiser eager to 
increase his sales through the medium of 
window display. 


No other kind of window is offered by the 
Fisher Display Service. 


You would allow no inexperienced agency 
to prepare your advertising copy. Then, 
let no inexperienced display service handle 
your windows. 


Entrust the Fisher Display Service with 
the installation of your displays in inde- 
pendent Retail store windows strategically 
situated in Metropolitan Chicago. You 
then know your windows will be installed 
in such a manner as to bring you maximum 
sales. 


Our Photo Check-Up System, which gives 
you weekly photographic proof of satisfac- 
tory installation, is another feature of our 
complete service to you. 


Investigate Fisher Display Service this 
very day. 


Fisher Display Service, Inc. 


553 West Lake Street 
Chicago, Illinois 
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OKATONA 


The Frealth Tonic 


THOUSANDS HELE-YOU 


The Health Fonic 


—When will installation concerns wake 
to realize the advantages of following the 
ideas developed in displays for their back- 
grounds? True, it isn’t always possible 
to effect an interesting setting, but when 
opportunities, like those pictured in the 
four displays illustrated this month, are 
available, it is a shame when they are not 
taken advantage of. It certainly should 
be easy for everyone to realize where 
we obtained the ideas for the backgrounds 
suggested for these national display in- 
stallations. In every instance the ideas can 
be produced entirely with crepe paper— 
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The Health Tonic 

















—W. P. York, Inc., Peoria, Ill., produced 
this most attractive “Ken-Rad” display. 
It consists of five pieces, all of which 
were designed to feature the actual 
product—radio tubes. The display was 
purposely restrained as to color, better 
to feature the tubes. The actual colors 
used were black, dark blue, light blue, 
silver and orange. In producing the dis- 
play the paint process method was used. 
It is one of the most strikingly beautiful 
displays that we have seen in quite some 
time— 
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—As Charles H. Brook, Servisign Studio, 
Newark, N. J., producer of this “Okatona” 
display, so modestly says: “There is noth- 
ing particularly unusual about this dis- 
play other than the fact that it worked.” 
We might add:. “It worked to the extent 
of selling in Newark territory over 10,000 
bottles of “Okatone,” a $1.25 article, in 
the first two weeks of its installation.” 
The display was produced in three colors, 
red, white and green, by the paint process 
method— 














—The usual display installation consists 
of a mechanical symmetry set-up (See 
The WINDOW DISPLAY MANUAL). 
Our suggested installation for this “Ken- 
Rad” trim follows that set-up method. 
This trim will give installation concerns 
another excellent idea for “following 
through” with the “artist’s art.” The 
background design of crepe paper follows 
the display perfectly. We do not suggest 
the use of a solid background—we sug- 
gest the use of two side wings or tor- 
mentos; and you don’t have to use wall- 
board for construction, either— 
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A Guide for National Advertisers 





ATLANTA, GA.—Virgil W. Shepard, 21 Courtland St., S. E. Oldest 
and largest service in the south. Organized 1905. Ask Association of 
National Advertisers. 





AUGUSTA, GA.—M. F. Barton, 1424 Glover Street. House to house 
distributing and window displays. 





AUSTIN, TEXAS.—Livingston Display Service, 205%, W. Sixth St. 





BOISE, SOUTHWEST IDAHO~J. A. Wright, P. O. Box 1292. 





BOSTON, MASS.—New England Display Service, 186 Massachusetts 
Avenue. Covering New England States. We specialize only in 
national advertisers’ window displays. 





BOSTON AND NEW ENGLAND—Bas-Man Display Service, 280 
Friend Street. Windows of distinction for national advertisers. Most 
satisfactory references. 


BUFFALO, ROCHESTER, SYRACUSE, ALBANY, POUGHKEEP- 
SIE, UTICA, BINGHAMTON, ERIE, PA., and smaller intermediate 
cities and towns. WINDO-CRAFT DISPLAY SERVICE, INC., 378 
Pearl St., Buffalo, N. Y. E. Preston Browder, Pres. 








CALIFORNIA.—Larger cities covered daily; country towns every 
14 days. Sun Advertising Co., 1014 Seventh St., Oakland; Sun Ad- 
vertising Co., 1534 Sunset Blvd., Los Angeles. 





CHATTANOOGA, TENN.—Hal Cady Display Service, 310 E. 11th 
St. Tel. 6-0233. Quality trims—not how quick, but how. 





CHICAGO, ILL.—Fisher Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, Harve Ferrill, General Manager. With ideas 
and the organization to help you sell more merchandise. Covering 
Metropolitan Chicago and a fifty-mile radius. 





CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 


NEBRASKA.—Davison Display Service, Inc. Lincoln office, 423 
S. Eleventh St., Paul C. Davison, Mgr.. Omaha office, 338 LeFlang 
Bldg., R. J. Obink, Mgr. ‘Photo Checking System.” 





NEWARK, NEW JERSEY—Realart Window Display, 893 Broad St. 
S. Harold Ragonesi, Mgr. Window installation concerns may come 
and go, but we stay here forever. We cover a radius of fifty miles. 
— have satisfied others, why not you? You can try our service 
ut once. 





NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 








NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 














NORTH & SOUTH CAROLINA.—Southern Window Display Ser- 
vice & Sales, Inc., Room 404, First National Bank Bldg., Charlotte, 
N. C. Branches at Raleigh, Greensboro, Asheville, N. C., and Green- 
ville, S. C 





OKLAHOMA CITY, OKLA.—Oklahoma Wind-O Display, Inc., 
1643 W. Main St. Tulsa and Oklahoma City. 





PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware Write for a list 
of satisfied clients. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St 
Write L. M. McMahon for data concerning southern New England 
territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 











CINCINNATI 


AND SURROUNDING TERRITORY 
CINCINNATI DISPLAY SERVICE 
519 Main Street Cincinnati, Ohio 
DAYTON DISPLAY SERVICE 
402 Industries Bldg. Dayton, Ohio 








RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





SIOUX CITY, IOWA—Kenneth C. Finke Window Display Service, 
101 Commerce Bldg., Lobby. The only service covering Sioux City, 
Iowa, and Sioux Falls, S. Dak. 





ST. LOUIS, MO.—Thornhill’s Display Service, 2108 Olive St. A 
complete and reliable window display service for the national adver- 
tiser. We satisfy our many clients. 











COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 


SEATTLE, WASH.—Commercial Windotrim Co. R. B. Bayley. 
Manager, 16 E. Fifty-fifth St. Installations guaranteed. Covering 
Tacoma, Seattle and all towns to the Canadian border. 





INDIANAPOLIS, IND.—National Displays, Inc., 29 Kentucky Ave. 
WE FURNISH PHOTOGRAPH OF EACH INSTALLATION. 


LEXINGTON, KY.—Cropper Display Service. Oldest and Best. 
LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 











LOUISVILLE, KY.—Myers Display Service, 427 E. Broadway. 
Melvin H. Myers, Mgr. Hundreds of choice window locations at your 
service. “ASK ANY ADVERTISER.” 


MILWAUKEE, WIS.—Stefan, Inc. The only organized window 
advertising service in the State of Wisconsin—nationally recognized 
as leaders. Write for our book, “‘The Firing Point.” 








NEW JERSEY WINDOW DISPLAY SERVICE 
MONTCLAIR NEW JERSEY 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
to.—the world’s richest market. We install ‘‘merchandised” displays 
th.t create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
‘\.erchandised Window Displays.” 


— 





SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Ser- 
vice. A. H. Olson, Manager. A reliable and established display service. 





WATERLOO, IOWA—Henson Display Service, 329 Mulberry St. A 


complete window display service in this vicinity. 








BE REPRESENTED IN 
THIS DIRECTORY 


Responsible local display services are invited to arrange 
for the listing of their companies in this directory. It provides 
a very effective contact with users of window display installa- 
tions. The cost is very low, only $3.50 per line per year. For 
example, a three-line listing will cost only $10.50 for a full 
year’s service. One-inch display ads cost $5.00 per month on 
annual contract, payable semi-annually in advance—$30.00 with 
order. Let us have order for your listing or ad to begin with 
the next issue. 
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—Lithography has one decided advantage 
over paint process-color. When a paint 
process display is produced, each color 
must have a separate screen—when a 
lithographic display is produced, two and 
three colors can be produced by over- 
lapping, called benday process. This 
process allows for stippling or shading 
one color over another to produce a shade 
Ba. £ ' or tint of a color, or a new color. This 
3 . e - : display, for example, is composed of 
SQUIBB eS | twelve different colors, though not more 
DENTAL CREAM | oa lt than six or seven are actually used. It 
> s was produced by Einson-Freeman Co., 
Inc., Long Island City, N. Y.— 


SQUIBB SQUIBB 


DENTAL CREAM PO, DENTAL CREAM Sm 


ample of an off-balance, balanced set-up. 
By placing the largest of the three panels 
on an oblong display block, a little to the 
left of the center of the window and im- 
mediately in front of the background; 
using a small panel in front of the large 
panel and to the left, and balancing the 
left of the window by the use of the other 
panel, down-front, on the right, an effec- 
tive display results. The crepe paper 
background is made by tubing the paper 
and tubing one side of six-inch strips— 


—This “Squibb” set-up is a perfect ex- | 



































—Unfortunately, too many installations 
are produced that have nothing in com- 
mon with the actual display. What a 
grand opportunity was available to do a 
real installation job with this “Spud” dis- 
play. The display itself contains the idea 
for the installation. It is just a question 
of “following through.” We cannot un- 
derstand why the “artist’s art” was ig- 
nored. In this instance the design can be 
cut from crepe paper; the upright strips 
are crepe paper tubes— 


REE ESAT A SR I. 
SSE TI PITTI STS 
NN NNN NNN VUNNNNNN 














—This “Spud” cigarette display was pro- 
duced by W. P. York, Inc., Peoria, Ill. 
It is a copy of a magazine advertisement 
and shows how effectively this form of 
display exploitation can be produced for 
window use. Five colors were used in 
the display—dark blue, light blue, orange, 
gold and white. Two editions of this 
display have been produced. All installa- 
tions are following the idea suggested at 
the left. We will leave it to the reader 
to decide which installation is the most 
effective— 









int 














ons 
ym- 
Pot 
oa 
lis- 
dea 
ion 


un- 

ig- 
be 
rips 











September, 1931 





E | 
ASCOT 
A BRACE OF 
| GENUINE CALFSKIN 
23S 








HICKOK 


STYLE LEADERSHIP 


' 





—W. L. Stensgaard and Associates are re- 
sponsible for this mammoth display panel 
produced for Hickok braces. The panel is 
32 inches wide and 64 inches high. The 
design is made entirely of felt— 


Felt for Modern 
Displays 


(Continued from page 41) 
carded his felt and fur robes which to give way to Chinese 
silk and brocade. 

The Chinese annals ‘itive us also that the men of rank 
i Tibet lived in large felt tents called fu-lu (Tibetan sbra) ; 
this kind of tent served military purposes, and there were 
big ones capable of holding several hundred men. The 
pastoral population of eastern Tibet, however, has always 
lived in square tents covered with a black cloth woven from 
yek-hair. 

In this respect and in its quadrangular shape the Tibetan 
teit contrasts with the Mongol circular felt tent and repre- 
sents a dwelling-type of its own. This tent of yak-hair stuff 
ces back to a venerable age, for it is referred to as early as 
the sixth century in the annals of the Sui Dynasty with 
re-erence to the Tanghiang (Tangut), a Tibetan tribe living 
in the vicinity of the Kukunor. 
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ACADIA 
Brand FELT 


The Ideal Display Material 
e@e 


931 


DISPLAY HISTORY 
Records the Triumph of Felt 


The display profession is to be congratulated 
upon the courageous manner in which it 
tackled its job in 1931 under the most trying 
conditions, the major handicap being reduced 
operating budgets. 


It is indeed a tribute to its resourcefulness 
when it produced outstanding accomplish- 
ments by the use of FELT. Felt is today’s 
outstanding display material, meeting Amer- 
ica’s display needs in a most imposing 


fashion. 


UNEXCELLED FOR 
Every Display Application 


Background Coverings Poster Panels 
Floor Coverings Cutout Letters 
Ensemble Panels Applique Effects 


® 
“ ACADIA BRAND” Felt 


Over 80 colors carried in stock 
—edges do not fray—can be 
furnished in cut lengths. 


«a Be 
WESTERN FELT WORKS 


Established 1899 
MAIN OFFICE AND EASTERN OFFICE 


MILL AND WAREHOUSE 
4131 Ogden Ave. 42-44 East 20th St. 
Chicago New York 


Stocks carried at: 713 S. Los Angeles St., Los Angeles, Calif.; 
1329 Howard St., San Francisco, Calif.; 
1110 Post St., Seattle, Wash. 


Branches: Detroit, Cleveland, St. Louis, San Francisco, Denver 
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The Window “Trimming” Department 
Comes Into Its Own 





Prokop sod 

it. only 
cont. 3 ‘apered. 
and fifty 

to build 













































































NEW SCREEN PROCESS METHOD SPEEDS 
UP SHOW CARDS AND SIGNS 

Kressilk Products, Inc., New York City, pioneer distribu- 
tors of supplies and accessories for screen process work, 
announces Flashograph, a new, modern lightning speed 
method of preparing hand-cut in stencils. With it the silk 
can be easily washed and used over and over again. With 
Flashograph and the silk screen process method display de- 


partments for department stores and chain stores can turil 
out all types of display cards quickly, accurately and at 
lowest cost. With the approach of the holiday season when 
the demand for show cards is so heavy, those responsible 
for show card production should investigate the adoption of 
this method. The results will be surprising and the display 
department will be in position to encourage the more frequent 
changing of display cards and their wider use. 
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‘MECHANICAL 


mmm +. 


DISPLAY 
ATTRACTIONS 


That will give your display 
windows and interiors the 


good old-fashioned Christmas 
and Holiday atmosphere. 


We have at this time, only a 
limited stock, from which to 
choose of new and slightly 
used motion display figures, 
sets and animals. 


Therefore early selection is 
advisable. 


The season for Holiday dis- 
plays is rapidly approaching— 
so if your store requires some- 
thing brand-new and made-to- 
order it will be well to secure 
your sketch and place your 


order NOW. 


We have available for showing 
part of ‘“The History of Trans- 
portation” which always at- 
tracts great interest amongst 
people of all ages and from 
all ranks of life. 


The way to attract the crowds 
is to provide displays of nov- 
elty, motion and _ interest 


MORE NOW than _ ever 
before. 


Be a Leader in Your 
Community—Get the Facts 


eo ee BBE. 


Write for illustrated literature. 


MESSMORE & DAMON 
404 West 27th St. New York City 





“Put Over” Your Merchandise! 
Onli-Wa Displays Help Make the Sale! 


These handsome, ultra-modish displays do 
more than merely “show” Fall fashions .. . 
they actually create the urge to inspect them... 
to buy! Order now—prices were never so low! 


pare 


No. 4000 Design—PEDESTAL AND PLATEAU 
Also furnished in Form Base, Dress Stands and all regular 


Bases and Standards. 
—Chrome and Maple 


MEOMLI-WA FIXTURE CO. 


Dept. D.W., St. Paul Ave., Dayton, O 
Chicago—1323 Merch. Mart. Buffalo—i2 Root Bldg. 


Members National Display Equipment Association 





Newest Finishes are 
—Chrome and Walnut 





















® THE BRISCHOGRAPH 


For Display Men, Card and Sign Writers and-Poster Artists 


Why pay more than 5 

for a projector? Why $2 .00 
buy a projector that does not 
use standard lamps? 

Why be satisfied with a lens 
that covers less than a 7x7 
picture? Why have a projector 
that cannot throw every picture, 
facing right or facing left, for 
instance, in scrolls or dupli- 
cating panels? 


The Brischograph is the only pro- 
jector that uses these advantages, 
so send for our booklet showing 
77 users. 


The Brischograph Co. 


92 E. Lakeview Ave., Columbus, O. 








Will enlarge newspaper, maga- 
zine, photos or sketches of 
7x7 inches up to billboard 
size. Reproduces colored pic- 
tures in their colors. It’s easy 
to make life size posters, cut 
outs and background panels. 
Simply place picture, switch 
on lights, focus to size wanted 
and draw with pencil or brush. 
Find out what similar lanterns 
cost. The Brischograph sells 
for only $25.00 BECAUSE YOU 
BUY DIRECT FROM THE 
MAKER. 

Comes complete with switch cord 
and plug. 300 watts and Trans- 
bose Mirror with two pictures 
in. position. 


Now in its fourth year. 


























STANDARD crumeee 


MANUFACTURERS 
WOOD et La 
DISPLAY 
FIXTURES 


It will pay 
you to write 
for our prices 


DALLAS-TEXAS “>> ps. 
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READY-TO-LETTER CHRISTMAS DISPLAY 
CARDS BY LACKNER 

The Lackner Printing Co., Cincinnati, Ohio, have again 
announced a complete line of Ready-to-Letter Christmas dis- 
play cards. The new 1931 line includes many new designs 
in both modern and conservative treatment and is superior 
to anything heretofore produced. The designs can be ob- 
tained in both landscape and upright styles and in a wide 
range of sizes from price tickets to half sheets. The use of 
ready-to-letter display cards is really a necessity for any 
store, as there is no display accessory that can do more to 
spread the Christmas atmosphere throughout the store and 
at the same time do an effective merchandising job. A beau- 
tiful catalog showing the designs in actual color is now 
ready and will be sent to retailers and displaymen upon 
request. 





NEW DISPLAY ANNOUNCED 
BY PHOENIX 

The Phoenix Hosiery Co., Milwaukee, has announced the 
creation of a new window display trim. The new display 
consists of ten pieces, done in a very modern vein, and is 
available to Phoenix hosiery dealers without charge. The 
display unit, done in panels of silver and black, combined 
with rich fall colors, has been constructed to serve a two- 
fold purpose. First, to enable Phoenix dealers to attractively 
and forcefully introduce fall hosiery color fashions; second, 
to serve as a window unit tying in with a powerful coast- 
to-coast fall radio campaign beginning the first week in 
October. 


New York 
Displays 


(Continued from page 42) 

addicts. Five greatly enlarged playing cards, constituting a 
royal flush in spades, were mounted to form a background for 
a sale of foundation garments. A square white area in the 
center of each card bore a line of copy. For instance, that 
on the ace read, “The Extra Trick in Style, Grace, Charm and 
Loveliness by Treco.” The king declared, “The Winning 
Rubber by Treco,’ etc. Foundation garments were draped 
on stands of different heights. A front window tied in with 
a current Best newspaper ad, “It’s New.” This was echoed 
in the large window card and in the smaller cards which 
identified individual groupings of apparel. Another front 
window promoted Best’s “Beauty Salon.” Proper hair ar- 
rangements were shown with the caption, “Have your hair 
done the new Paris way for your new fall hats.” Then there 
was the window with the big poster drawing of a Tally-Ho 
coach, which served as a background for a well-arranged 
assortment of fall clothes in Tally-Ho green. 





Macy’s. 

The prize display so far as crowds are concerned was that 
entitled, “Feather your nest and feather your every day hats, 
too! Feathers of every type appear on every type of hat.” 
The background was divided into eighteen squares outlined 
in wavy crayon border lines. Each square contained a crayon 
portrait of a head fitted with a late hat creation to which 
were attached actual feathers for trimmings. On-either side 
of this flank of squares in script appeared a caption. One 
read, “Smart feathers swoop, sweep, curl and perch.” <A 
second read, “Plumes, ostrich tips, quills, wings, coques, 
fancies.” A miscellany of feathers (with name, price, etc.) 
cluttered a flat floor dias. In another window coats of 
leopard alone and in combination were featured under this 
title, “Leopard spots are high spots in the new fur coats and 
the lines and details of these are definitely 1931.” Three side 
windows had a three-fold tan screen for background. On 
this screen was lettered “Back to College” in orange. 


Stern’s. 

A flank of windows placed the limelight on the College 
Shop where representatives from twelve eastern colleges are 
on hand to help girls select their college wardrobes. A poster 
in each window contained a photograph of four members of 


WORLD September, 1931 


the store’s college board in conference. Apparel shown was 
labeled as “Passed by Stern’s College Board.” At the top of 
the rear wall of each window appeared the names of three 
colleges written in cut-out orange letters which were hemmed 
in by narrow brown and yellow strips of board. A hat win- 
dow was placarded thus, “Birds of a feather, they fly into 
fashion on Empress Eugenie hats of Spanish Tile Felt.” The 
most recent series has the words, “The Old Order Return - 
eth” written in lettering akin to that seen on old-fashioned 
lace valentines. This slogan dominates a compo portiere 
effect executed in the early Victorian manner. 


Sak’s 34th Street. 

New backgrounds have made their appearance. They are 
of a terra cotta tan and have round and odd-shaped window- 
within-window platforms. These are supported and trimmed 
with dull silver metal and vary slightly in design for different 
windows. 


Gimbel’s. 

Hardwater soap continues to be a perennial, all-season 
feature. In a large corner window this soap was displayed on 
a white stucco finish stand of six semi-circle platforms, dimin- 
ishing in size towards the top, each platform turned at an 
angle. Large cut-out letters of black were placed in front of 
green panels and shouted the fact that hardwater soap could 
be had for 47 cents a dozen. These placard units were curved 
to fit the contour of the semi-circles, the most prominent one 
being at the top. 


Franklin Simon’s. 

The fall note was appropriately sounded in a flank of 
windows with panels painted in delicate silvery tones of 
browns and yellows. The motif depicted geese flying over 
trees and valleys. Another series had panels showing brown 
trees with their leaves wafting to the ground. 


Russek’s. 

The large corner window. A flaming crimson background. 
The words, “Patou Caroub Brown,” in brown letters, of 
course. Eleven lovely manniquins in striking formation on a 
platform placed against the background on a step arrange- 
ment that rises to a slight peak in the center and recedes on 
each side. The steps were green and the floor covering solid 
brown. Another Russek’s window exhibited four black velvet 
dresses against a white background with accessories grouped 
in front and hats in oval wall inserts. 


Notes at Random. 

Only the other day we were wondering why some alert 
displaymen didn’t do something with pyralin (a composition 
resembling celluloid). The search for new materials has been 
frantic and this offers unique possibilities. It comes in many 
shades and many texture effects. So presto, this week the 
I. Miller store near Forty-second Street did do something 
with pyralin. Section platforms of this material in various 
colors were employed, being placed against a black wall to 
serve as semi-cylinder shelves for shoes. Then in the center 
of the window another somewhat spiral unit of platforms 
appeared. This also utilized various colors of pyralin to good 
effect. I think this product comes in tones of amber and 
ivory. If so I should think that thick sheets of these colors 
could be manipulated to achieve some very dignified results. 

At Avedon’s a card glimpsed from the Fifth Avenue win- 
dow read, “The other side of this card contains good news. 
Read it!” When you entered the foyer you could read the 
other side. It bore an announcement of a sale of sports 
dresses. 

At Worth’s a picture of an Empress Eugenie hat was 
sketched on a medial panel and underneath it appeared the 
names of French designers. This panel was flanked with tall 
and narrow box units on each side. These columns were 
divided into five shelves, each serving as an individual hat 
box and outlined in double moulding. 

Those looking for authentic tidbits of history to inject into 
their Empress Eugenie windows might find them in two "ew 
books on the subject. They are “Memoirs of the Empress 
Eugenie” by Compte Fleury and “Napoleon and Eugenie” by 
A. E. Reinhardt. 
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NEWS COMES FROM 
THE SOUTH 
W. D. King, secretary, Southern Displaymen’s Associa- 
m, and display director, Phil A. Halle-Woolf Bros., Mem- 
is, Tenn., drops DISPLAY WORLD the following letter: 
have just returned from a trip (vacation) to Dallas, 
‘exas, and, in Dallas, who should I find but my good friend, 
|hn Stiff, formerly with J. Goldsmiths, Memphis, in charge 
the display work of Sanger Brothers, Inc. He has five 
a-sistants and they are very busy preparing scenic back- 
cvounds for an annual event which is going to make Dallas 
oiks sit up and take notice. 

“On down the street I ran into T. N. Solomon and H. H. 

allace. We went across the street for a cup of coffee and 
ssent quite some time discussing the spring convention in 
\iemphis, Tenn. Then back to A. Harris & Co., where I was 
iown through the display studio. Was there plenty to see? 
falk about smart, new backgrounds in the course of con- 
iruction. 

“Yaeger, display manager, E. M. Kahn’s, had in some very 
evod sales windows. Newman, display manager, Dreyfuss, 
met me with his smock on. He had just replaced a suit in 
the window that had been sold. We went down to his base- 
ment display department and discussed the problem of mer- 
chandising beautiful display windows with a 100 per cent 
reduction in display budgets. 

“Incidently, passing an uptown filling station, I saw Earl 
Helms, formerly with Rug-Nu. He was having his car 
greased and said that he was on his way to Waco, Texas, 
and a new position with Sears, Roebuck & Co. as district 
displayman. 

“As a welcome and a farewell party, Harry Cohen, 
Standard Fixture Co., entertained the following displaymen 
and wives with a delightful buffet supper, and plenty of “tea”: 
Mr. and Mrs. T. N. Solomon, Mr. and Mrs. H. H. Wallace, 
Mr. and Mrs. John Stiff and Mr. and Mrs. W. D. King.” 
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Lithographic Display 


Production 

(Continued from page 23) 

for this difficulty of securing proper display installation is 
that the display program is not closely enough related to the 
general sales plan. 

When the national advertiser realizes the importance of 
continuity of display material as directly tied up with the 
rest of the merchandising efforts; displays that are just as 
much a part of a window as the copy is to an advertisement; 
when they succeed in securing the coordination of display 
and merchandise, they will immediately get away from most 
of their serious problems of securing installation. 

Most window displaymen will not use national display 
material because most of it consists of a lot of small cards, 
while the majority of good windows use but one merchandise 
card. Such displays should concentrate on the problem of 
large windows, and should attempt a larger display that can 
be used as a background with but one or two small cards. 
The solution of the large window does not solve the display 
for the small installation. Displays installed by installation 
concerns in drug, grocery, cigar, etc., stores, depend, to a 
very large degree, on the individual displayman’s knowledge 
and excellence of display and installation work for their 
effectiveness. 

This form of window advertising has made vast improve- 
ments in the past few years. Much is still to be done; much 
will be done, and the lithographers, in whose hands rests 
the power for the production of such displays, will do much 
toward shaping the future of point-of-sale advertising. Or- 
ganizations that are equipped and look at displays, not as 
Just so much more business for the plant, but as trying to 
uplift the standard of lithographic display material, are the 
Conc«rns that will prosper. The same can be said for installa- 
tion concerns and displaymen. Study methods to secure the 
best possible effect with display material and merchandise; 
secure the best possible coordination of ideas; strive for 
Perfection, and the future of displays, your future, will reach 
new heights of excellence. 
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Put Pep in Your Displays 
with these Life-like Forms 





These are the Women’s LoNeHi which smartly display 
all types of women’s hosiery. Height 1534 inches. Price 
$5.50 @ pair. 


e e e Nothing attracts the eye like 
action—and action is what you get in Fairy Hosiery 
Forms. Poised on their toes, they express all the 
grace and balance of the well-formed human foot and 
leg. And best of all, they stand anywhere you put 


them—without support. 

Fairy Forms are finished in a washable flesh tint. 
They are made in nine models for displaying men’s, 
women’s and children’s hosiery. Write for illus- 
trated booklet telling how to create store window 
individuality. Sold by jobbers everywhere. 


SHOE FORM COMPANY, INC. 
AUBURN, NEW YORK 





Sell 


PROTECTED BY AMERICAN Hosiery ‘AND FOREIGN PATENTS 


Licensed Manufacturing Branches: 
United Last Co., Inc. Montreal, Que. 


Frankfort 


Northampton Paris 
Germany 


Melbourne 
and France i 


Australia 
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Important News 
From The 
..A.D.M. 


By JAMES W. FOLEY 
SECRETARY 


ACATIONS over and summer rapidly drawing to a 
close we may look for early resumption of display 
club activities. Already reports are reaching the 
secretary's office indicative of great I. A. D. M. 

enthusiasm and it is confidently expected that there will be 
more local club activity during the coming year than in those 
~of the past. A great wave of confidence in the association 
seems to be sweeping the country, a confidence which, in great 
measure, no doubt, is due to the realization of the necessity 
of a well organized, active organization representative of the 
all-important display profession. Then, too, it is noted that 
leading displaymen from every section of the country are 
affiliated or reinstating memberships in the I. A. D. M. 

No doubt the seriousness of the executive sessions in Bos- 
ton has contributed greatly to this activity, and right hére it 
might be said that in many years we have not participated in 
more serious deliberations among more serious I. A. D. M. 
members than those conducted in conjunction with the Boston 
convention. The personnel of the 1931-1932 Executive Board 
comprises standing and strength, and displaymen have reason 
to expect great I. A. D. M. accomplishment and advancement 
under its direction. S. R. Mackabee, The May Co., Cleveland, 
is known throughout the land as a display executive of un- 
surpassed ability. He is well informed on I. A. D. M. prob- 
lems, having been associated as a member for a quarter of a 
century. He is a man of serious mind and force, and real 
action is sure to mark his tenure of office. Associated with 
Mr. Mackabee on this most important of I. A. D. M. commit- 
tees are: Clement Kieffer, Jr., The Kleinhans Co., Buffalo, 
N. Y.; Wm. Scharninghausen, The Bon Marche, Seattle, 
Wash.; J. H. Everett, M. L. Parker Co., Davenport, Ia.; Paul 
L. Wertz, Wieboldt Stores, Chicago, and A. J. Roeder, The 
Wm. H. Block Co., Indianapolis. Mr. Everetts was president 
of the association in 1929-1930, while Messrs. Kieffer and 
Scharninghausen have frequently served on the most impor- 
tant of I. A. D. M. committees and are considered among the 
most important of I. A. D. M. leaders. 

Following the usual custom the secretary is now sending 
out requests for payment of dues and during the latter part 
of this month the biggest membership campaign in I. A. D. M. 
history will be launched. It is urgent that the association 
have funds with which to operate and it is the earnest plea of 
the secretary that all I. A. D. M. members rally to the cause 
through prompt payment of dues. Whereas, the I. A. D. M. 
has done remarkably well through the lengthy period of busi- 
ness depression it, nevertheless, has suffered financially. The 
small convention profit of 1931 has further complicated mat- 
ters, but despite conditions the outlook is not gloomy. I. A. 
D. M. members have met obstacles in the past, and, as we 
expect they will do again, they have overcome them. 

Several letters and telephone calls have been directed to 
the executive office requesting information in relation to the 
1932 Convention and Exposition. It seems that the printed 
announcement to the effect that a certain group of manufac- 
turers would conduct an exposition in Chicago in 1932 has 
caused some misunderstanging. The secretary is authorized 
to advise that the I. A. D. M. will conduct its usual conven- 
tion and exposition in 1932 and requests that this I. A. D. M. 
event of more than twenty-five years’ standing be not con- 
fused with the proposed manufacturers’ exposition. It is 
expected that the 1932 I. A. D. M. convention city will be 
announced on October 1. 

At this time we might advise the membership (and assure 
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a certain Mr. Bifl) that the resolution adopted at the Bostoi: 
convention instructing the association to investigate the ad- 
vantages of I. A. D. M. affiliation with the. National Retai! 
Dry Goods Association is receiving the diligent attention an 
seriousness which the resolution demands. The secretary ha, 
long since interviewed D. F. Kelly, president of the N. R. D 
G. A., and contacted Channing Sweitzer, the director of tha: 
organization. The report of the Kelly interview, togethe~ 
with the communications from Mr. Sweitzer were duly re 
ferred to our president for further consideration. -The pro 
posed affiliation is a matter of great seriousness and one 
calling for diligent analysis and much consideration. Without 
declaring for or against, your secretary has ample confidence 
in the wisdom of the executive committee and whatever action 
is taken, I am sure that it will be only after a most thorough 
consideration of all points, and whether the decision is yes 
or no it will have been determined in the interest of the 
I. A. D. M. and the display profession. 

We welcome the opportunity to express our appreciation 
to DISPLAY WORLD and its editor, Jack Chord, for the 
complimentary copy of “The Window DISPLAY MANUAL” 
which came to our desk several days ago. We commend 
DISPLAY WORLD and congratulate Mr. Chord on this 
splendid contribution to the display profession. “The Window 
DISPLAY MANUAL is, without doubt, the finest work of its 
kind in many years. It is practical, orderly and excellently 
balanced. The diligent thought behind it is everywhere in 
evidence and, as a whole, is an excellent testimonial to the 
ability and knowledge of Mr. Chord. The book is a real 
“educator.” 





“Dolores” 
(Continued from page 20) 

The body of “Dolores” was made of rattan, and was put 
together with springs so as to be flexable. Inside the body 
is a table that carries motors and speed reducers that operate 
the different parts. The legs of the table pass through the 
legs of the “dino.” The head and neck are controlled by a 
heavy steel tubing working through a series of flexible shafts. 
Every motion is controlled from one switchboard; the motions 
may be reversed if desired. The array of motors, pulleys and 
weights on the table which move the head, neck, ears, mouth 
and tail and make Dolores breathe seem very complicated, 
and probably would be to any concern other than Messmore 
& Damon. 

The building of the dinosaur was a big undertaking, as 
anything as large and bulky would necessarily be clumsy. 
Dolores was approximately ten feet high and forty feet long. 
The covering was made of a heavy rubberized quilting; the 
head and feet were made of specially prepared papier mache. 
Dolores was built at a cost of about $35,000, and weighs over 
4,000 pounds. 

3esides Dolores, Messmore and Wamon have recently 
built a series of natural size elephants for the current edition 
of Ziegfeld’s Follies. A facsimile of a cartoon that appeared 
in the Daily News, August 1, commenting on Mr. Ziegfeld’s 
stable of elephants, is reproduced with this article, and, as the 
artist so appropriately comments, “Real or not, they have 
important reles in ‘The Follies.’ ”’ 

Many large cities throughout the country will have av 
opportunity to see Dolores, as she has been booked for forty 
weeks over the Fanchon-Marco circuit in a very elaborate 
presentation entitled, “Once Upon a Time,” where she is fea- 
tured. She walks down stage, picks up a beautiful girl, lifts 
her to a height of fifteen feet, shakes her, lets her down and 
bows gracefully to the audience while the girl does a special 
dance for Dolores. 

Theatrical enterprises are making great plans it is said for 
spectacular novelties for showings and presentations such 4s 
huge elephants, Arabian horses and lions. 

Two huge elephants will also be used in a new show, from 
the workshops of Messmore and Damon, by Schwab and 
Mandel the large theatrical producers.. These creations work 
more accurately and are more dependable than the real cle- 
phants, but at the same time retaining all the majesty of 
the original. 
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DAVID HAMBERGER MOVES TO 
INCREASED SPACE 


Necessitated by enlarged business in floral embellishments 
ani display decoratives David Hamberger has removed to 
increased display rooms at 39 West Twenty-ninth Street, New 
York City, where he is now greeting his many friends in the 
di:play fraternity. 





Crepe Paper 
Displays 


(Continued from page 32) 


Flooring and balance of window: Cover the floor with 
Nile green stretched fluted edge crepe. Along the front place 
light yellow puffed crepe. Complete the trim. 


Grocery Window. 


Color scheme: Old rose No. 125, canary yellow No. 152, 
azure blue No. 141. 

front and side glass trim: Make an old rose valance 
three-quarters of a fold in width, with pointed and fluted 
edges; and tack against the front and side front frame- 
work. On the left front place an azure blue tube. Over- 
lapping onto this tube approximately a half inch, place 
a canary yellow drape full width. Edge the inner edge of 
this drape with a set of old rose tubes spaced a few inches 
apart and in between the tubes place a twisted streamer of 
azure blue and canary. On the right side front section place 
an azure blue tube. Overlapping onto this tube place a 
canary drape. Edge the inner edge with a set of old rose 
tubes spaced a few inches apart and between these tubes 
place a twisted streamer of canary and azure blue. 

Background: (Note that this background is a quarter 
background and the crepe paper is tacked in back of the 
front valance and is brought to the quarter background and 
tacked.) 

In the center section make a set of ten tubes (the ten-tube 
method) of azure blue and tack in back of the valance. On 
each side of the azure blue tubes, place old rose tubes in the 
same manner. These are tacked as shown. The quarter 
background is covered with slashed crepe of old rose with a 
valance half a fold wide of azure blue. Finish balance of 
trim. 





Ensemble Background 
Designs 


(Continued from page 18) 

other unfinished design suggests a vast number of modern 
design applications. A simple, consistent design may be 
worked out which utilizes the same motii, or perfectly plain 
end panels can feature merchandise copy. 

One of the completed designs suggests an appropriate fall 
scene of natural trees. This scene will be very effective if 
worked out in brown, tan, green, yellow, red, orange and blue. 
It suggests a very postery effect. An excellent material to 
be used to produce the effect is felt. Felt is heavy enough to 
allow for detail cutting and a very effective background can 
be produced at a very nominal cost. 

‘he other completed design but suggests a simple idea 
which, by color application, can be used for any season. For 
tall, teature the background of the panels in black with the 
tree ¢!fect worked out in blue and the design in the end panels 
Mm gold and vermillion. Or, if that placement doesn’t appeal 
to you, change the colors around with a black background, 
blue tree and end panels as mentioned; or, vermillion back- 
round, blue tree and black and gold end panels. 


Blueprints, 


A complete set of blueprints can be had for $4.00. This 
‘ost 11.cludes preliminary construction work and this month’s 
‘et of designs. A set of blueprints for any set of four designs 
Costs hut $1.75. When are you going to join the rapidly 
Towing group of stores using ensemble background designs? 
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Our ARTISTIC and EXCLUSIVE 
FALL 


XMAS Display Fabrics rau 


will make your windows 


THE TALK of the TOWN 


Send for Samples TODAY! 





THE HOUSE OF SERVICE 


AHARA 


TEXTILE CO.,Ixc. 


107 WEST 48™ STREET. NEW YORK 
BOSTON-CHICAGO -DETROIT-ST. LOUIS-LOS ANGELES 














Nat-Mat Showcard Board 


For Fall displays; Silver, Gold, and six 
beautiful colors of Wood Design. Samples 
are free. 


Local Dealers in all principal cities of the 
States and Canada featuring quick de- 
liveries and consistent prices. 


National Card, Mat & Board Co. 


MANUFACTURERS ‘ 
4318-36 Carroll Ave., Chicago, IIL 


HOLIDAY WINDOWS SELL MORE MERCHANDISE 
WITH THESE NEW FIXTURES 


Accessories and small wares sell in volume during the 
holiday season and mass merchandising is necessary, 
but to do this with dignity has always been a problem, 
which is now solved. 


In our new line of Cathedrals, Plateaux and Towers, 
we have borne in mind the above conditions and have 
produced a new line of fixtures that are new, attractive, 
practical and lasting, being chromium plated. And 
above all they are moderately priced. We have added 
many new numbers to our Onyx-Ide color line and 
it is now complete. 

















Complete information will be sent you on request. 


CINCINNATI SHOW CASE & FIXTURE 
236 Main Street WORKS 


Cincinnati, Ohio 








EMCO 
Spotlights, Floodlights 


and Reflectors 


are installed in the windows of leading 
= chain and department stores throughout 
the United States. Made of highly 
" polished and specially treated aluminum. 
They are unconditionally guaranteed for a lifetime not to 
chip, peel, crack or deteriorate in any manner whatsoever. 










Do not hesitate to consult us on your window lighting prob- 
lems. Our extensive experience in the field of window illumi- 
nation is at your disposal. 


Ender Manufacturing Corporation 
213-15-17 Grand Street New York City 
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Prepare Your Display 
Cards and Signs 
Quickly 


and 
Economically 


With FLASHOGRAPH and the Silk Screen 
Method, you can turn out all types of displays 
and show cards quickly, accurately ... and at 
the lowest possible cost! 














FLASHOGRAPH is the modern, lightning speed 
= method of preparing hand cut in stencils (new 
and different). With it the silk can be easily 
washed out and used over and over again. 


Complete Outfit $10 00 
for 75 Stencils___ « 
Includes FLASHOGRAPH material for 75 
screens and 1 yard KRESSILK of proper grade 


for display work, including complete instructions. 
Send your order today to... 


Kressilk Products, Ine. 
71-73 Murray St., New York City 
“Everything for Process” 



































Now, This New Treasure Book of 
Display Ideas— 


Cutawl Designs 
@ 


A new book 
just off the 
press to give 
Cutawl Users 
a source of 
artistic, prac- 
tical and 
effective dis- 
play ideas. 











There _ has 
been an insistent demand for a book of this kind 
and every displayman should welcome it for the 
many ideas it contains for backgrounds and dis- 
play units, both for show window and interior 
display. 

120 pages of hundreds of designs and actual 
displays. It will quickly prove its value and no 
Cutawl user can afford to be without it. Order 
your copy NOW. 


Price 2-00 Postpaid 
DISPLAY WORLD - - Cincinnati 
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THE START AND STOP 
MOTION TURNTABLE 

A simple and effective motion display device has just been 
introduced by General Stamping Works, New York City, 
manufacturers of mechanical displays. 

This is a turntable which can be used for continuovs 
rotating motion or start and stop motion, meaning the table 
makes a quarter turn and stops for a few seconds to perm't 
a closer inspection of the article displayed, then makes an- 
other quarter turn and stops again, repeating this operation 
continuously. Four different displays can be shown or four 
views of a single item. This feature is especially adaptable 
for display of life-size mannequins in windows, whereby it 
will attract the passerby while moving and then stand still 
to permit closer inspection. 

































—Illustrating the new start and stop turntable— 


This “Silent Salesman” is built to carry a load of 150 
pounds and operates on 110-volt AC or DC electric current. 
Twelve different speeds of the table can be obtained by sim- 
ply turning the knob on the side of the base. It can be 
instantly changed from a start and stop motion to a continu- 
ous rotating motion or vice versa by moving a lever up or 
down. 

Motor and mechanism are completely concealed in a sub- 
stantial metal base and need no more attention than occa- 
sional oiling. Further information may be obtained by writ- 
ing to the General Stamping Works, 127-129 West Twenty- 
fourth Street, New York, N. Y. 





BERT L. DAILY AGAIN OFFERS 
CHRISTMAS DISPLAY CARDS 

_ For several years, Bert L. Daily, president of Bert L. 
Daily, Inc., Dayton, Ohio, has offered a complete line of 
Christmas display cards. These cards have proved very 
popular with displaymen all over the world. Mr. Daily 
recently announced that he is now preparing a larger supply 
of Christmas display cards than ever before in anticipation 
of Christmas needs. 

A variety of designs and sizes are offered in the Daily 
display card line. Each design is-done in four-color process 
work on the best grade six-ply card. Sizes ranging from 
price tag dimensions to half-sheet size are available. 

Displaymen anticipating their needs for Christmas display 
cards are urged to place early orders while complete selec- 
tion of designs and sizes is still available. 





MINIATURE DISPLAY FIGURES 
BY THE PARTY BOX 


Something new and strikingly attractive for display and 
advertising units has just been patented by The Party Box, 
3 West Thirtieth Street, New York. It is a mannikin figure 
in miniature heights from 14 to 30 inches, with the new mode 
silhouette lines, and dressed with real material in the latest 
fashion. The main feature of the invention is that the back 
of the figure is flat and can fit tightly against a display card. 

One of the first large companies to see the possibilities 0 
this idea for display purposes was I. Miller & Sons, who used 
them in all of their New York stores. Dorothy Grey, Inc, 
tried the units in the Eaton Company, Ltd., of Montreal, and 
are now working out a display campaign for national dis- 
tribution. 
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ERKER BROS. ANNOUNCE A LINE 
CF CHRISTMAS CARDS 

Merchants everywhere have always felt the necessity of 
e fective ready-to-letter display cards, particularly for the 
holiday season, and to meet this demand Erker Bros., St. 
]ouis, Mo., have introduced a line of store and counter 
Christmas display cards that nieets this very need. The 
d-signs are new, modern, distinctive and different and should 
neet with the favor of merchants and displaymen every- 
wiere. A catalog showing these cards is now off the press 
d will be gladly sent to anyone upon request. 


€ 





CATLOG 
NO. 30 

Brager Brothers, manufacturers of display fixtures and 
store equipment, 205 West Thirty-sixth Street, New York 
City, announce the publication of Catalog No. 30. This new 
¢uialog incorporates a group of new designs at low prices, 
with but just a few of the old “stand-bys” that a great many 
stores still find necessary, included. Write for a copy of 
this catalog. You will be amazed at the remarkable values: 


It’s Fun To Build 
Exhibits 


(Continued from page 13) 





cut costs and increase the speed of manufacture must be a 
part of every display shop engaged in volume production. 


Finishing the 
Displays. 

If volumes can be written on the subject of construction, 
a whole library would not tell the story of finishing, for there 
are as many ways to paint a display as there are men who 
paint. Of late years much has been accomplished by the 
manufacturers of paints and lacquers in the development of 
new finishes, but only the finisher skilled through a lifetime 
of actually working with the many different kinds of ma- 
terials and mixtures available, knows instinctively how best 
to supply them to obtain both unique effects and durability 
of surface. Hence the success of the finishing department is 
dependent entirely upon the skill and experience of its head, 
and his good judgment in the selection of his assistants, for 
while good materials are necessary for a good job, they are 
useless without good men. 

For the rest, there is the scenic studio and the experi- 
mental laboratory for spectacular lighting effects, with a 
staff of stage-trained electricians to carry them out. There 
is the cut-out room for fancy work and the show card di- 
vision for hand-lettering. There is the sewing and hanging 
of drapes, the cutting and forming and polishing of metals, 
and innumerable other operations—a new one every day. 
The endless variety of the work is its chief charm. Every 
display involves new problems—new ideas, new tricks and 
frequently new inventions. 


That’s Why It’s Fun to 
Build Exhibits. 


Some day someone is going to need an exhibit featuring 
an active volcano, or a smoking factory chimney, and I’m 
going to make us of a trick that has been in my mind for 
quite a while. Did you ever see that frigid, steaming white- 
ness called “dry-ice?” You know, the stuff they pack Eskimo 
Pies in. I'd like to put a cup of dry-ice behind the top of a 
large painted cut-out of Fuji-Yama against a midnight back- 
round, so that the cold white steam will look like hot, slowly- 
tisit:: smoke! I’ve never tried it, but as I scribble these lines 
and ‘ook out of the window of the speeding Chicago-New 
Yor! plane and gaze down upon the lazy smoke of Indiana’s 
mills. [ muse upon its possibilities and I’m sure it will work 

So, while there’s plenty of hard cold reality in this busi- 
ness. as in every other, there is also plenty of romance and 
whinsy, While thinking up new and dramatic ways to dis- 
Play a product may sometimes keep one awake nights, it 
does contribute a lot of pleasure to one’s working hours. 
That ; why we say it’s fun to build exhibits ! 
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A NEW and BEAUTIFUL XMAS 
DECORATION for the DISPLAYMAN 


Brilliant, Modern, Unique—12 Point Metallic STARS 





PACKS FLAT—PAT. PENDING 


Ideal for Garlands, Clusters, Store Windows and interiors 
Salesmen Wanted 


TWO SIZES—9-inch and 17-inch from point to point. 


9-inch, $4.20 doz. 17-inch, $9.00 doz. 
Silver, Gold and Assorted Colors. Send $1.00 for Samples. 


COMMERCIAL DISPLAY STUDIOS 


1798 W. 12th St. Lo3 Angeles, Calif. 












nA FOR CATALOGUE 


r-ERKERBROS 
GIO OLIVE $T. 


ST.LOUIS Mo. 





Store ¢ Coun 
Christmas D 


Dealers Wanted 
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The Firing 
Point 


By EDW. J. STEFAN 
STEFAN, INC., 
MILWAUKEE, WIS. 


HE window display, while limited to the people who 
pass the store and dependent upon the vital factor 
of store location, visualizes goods to those who 
read little or nothing, flags crowds who may not 

read advertising, revives impressions in the minds of those 
who have read the advertisements, suggests and prompts 
action: Truly, the “firing” point of all advertising. 

The growth of window display advertising in its impor- 
tance to the advertiser has been swift. Convincing evidence 
of its importance is apparent in the growing number of na- 
tional advertisers who use window displays as an advertising 
medium. Such advertising window installations are con- 
trolled by display service companies. The perfection that 
this field has been able to attain has been due, in a large 
measure, to the foresight of certain display leaders. Certain 
businesses have been established in the past ten years that, 
having ideas and ideals, built in the beginning, not for today 
or tomorrow, for permanency. Such organizations have 
grown and have prospered; such organizations are the recog- 
nized leaders in the field, and to such concerns the national 
advertiseremust look for constructive growth in the future. 

We must also include in this group of recognized organ- 
izations the newcomer who has a real knowledge of the field 
of display; a knowledge that will help elevate the work in- 


a 
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stallation concerns are doing; a knowledge that will give 
displays a new viewpoint, and help them do a good job better. 

Let us study the methods certain installation concerns 
have developed. Let us apply these developments to every 
organization engaged in the job of window display installa- 
tions and thereby measure the effectiveness of the job being 
done.. As we have some sort of a yardstick with which to 
measure installation accomplishments, let us use the Stefan 
“firing point” as a model example of a well organized, ca- 
pable, efficient and progressive installation concern. 


The Background of 
Experience. 


Stefan service has an actual photograph of every store 
front, properly tabulated as to the number of and sizes of 
each window—whether open or closed-back construction, 
location, car line, intersection, highway or artery. Such 
photographs of windows also include the location of the store 
and window—whether on the corner or in the middle of the 
block—in fact, all the necessary information so vital in coa- 
ducting a service that considers the value of judging space 
and the effectiveness of using it more important than sending 
invoices and receipts for payment. No matter how small or 
involved a campaign may be the plan must be carefully pre- 
pared, quotas must be set up, specifications must be made, 








—Advertisers working with 
“Stefan” can gather ata glance 
. . . just what their campaign 
looks like as to distribution 
and city coverage of their wit- 
dow displays, whether A cr B 
locations, sections their prod- 
uct is weak in, etc.— 

—On file in the “Stefan” or- 

ganization are records of each 

store covered by them. This 

guide of positive information 

concerns the installations each 

store has had, booked, or re- 

fused. It isn’t necessary to 

even comment on the value of 

such a system— 
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—Pictured here is a “Stefan” 
lisplay assembled for the final 
inspection, ready for the pho- 
‘ographer. A photograph is 
mailed to the client for ap- 
proval, If satisfactory, a quan- 
iity of prints are made for 
each installer together with 
typewritten instructions for in- 
stallation, such as quota, time 
-ampaign starts and closes, lo- 
cation to be installed in, crepe 
vaper colors and other details 
required by the client— 





instructions issued; correspondence must be carefully and 
intelligently handled, and many other details, all of which 
cost money, must be carefully followed through. 

Naturally, only concerns that are organized; that have a 
background of service and experience, are capable of offering 
the advertiser the advantages of such a file of records—a file 
that will furnish, at a moment’s notice, the installation a 
store has had, booked, or refused. Full time showings are 
vital to the advertiser, so imagine the weight and confidence 
such a statement—a statement Stefan can make—will produce 
in the minds of the advertiser: “Stefan windows are not 
‘pulled’ for anyone before the average ten-day showing.” 


Securing Window 
Space, 

There are various plans for securing space available to 
the advertiser, and the securing of such space is called 
“bocking windows.” Stefan will accept a quota for their 
terr'tory or, if the advertiser prefers, he can have his sales- 
men book all the windows and turn the name over to them 
for ‘nstallation. The advertiser can have his entire quota 
for . city put in as quickly as possible, or specify that so 
man’ be installed each week or month. The advertiser can 
ive Stefan a list of his better customers and bookings will 
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—Illustrated is a corner of the 
“Stefan” packing, storage and 
shipping room which gives a 
fairly close-up view of displays 
neatly arranged in properly 
divided bins—other displays 
ready to be unpacked, counted, 
sorted, checked and finally 
placed in their respective 
places, conveniently reached 
for immediate use. The “Ste- 
fan” crepe room has the de- 
sired temperature at all times 
so that the crepe paper is 
always in workable condition— 


be made only from the list, progress of which is systematically 
reported. 

Advertisers working with Stefan can gather at a glance 
... just what their campaign looks like as to distribution and 
city coverage, whether A or B locations, sections their 
product is weak in, etc. 

The problem of making displays pay is still sorely neg- 
lected. The all-to-often attitude has been to show the 
product, add some crepe paper and let it go at that. Window 
advertising is no longer an experiment, but a tried and proven 
method of getting results. But, to obtain the best results it 
requires intelligent handling by an experienced organization. 


Checking on the 
Installers. 


The photo checking system, so vital to the success of 
such organizations engaged in window installation work is 
used by Stefan. Every installation is checked before passed 
to the advertiser for payment. Upon request from clients, 
Stefan furnishes photographs of windows actually installed, 
taken by the installers themselves. While this system is 
generally effective, Stefan also has inspectors in the field 
who are constantly in touch with the dealer, seeing that the 
(Continued on page 69) 
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Patents for 
Display 


By RAY BELMONT WHITMAN 
PATENT ATTORNEY 


Eprror’s Note: With this issue we inaugurate a news 
service. We recognise that the patent prob.em is not 
only a vital one to many of our readers, but also has a 
wide public interest for its informative value. So we 
have arranged with Mr. Ray Belmont Whitman, patent 

~ attorney, New York City, to keep us advised each 
month in the fields of display and to write frequent ar- 
ticles on the subject of the patents and their allied fields 
of trade marks and designs, and in a manner which will 
be instructive and readable to laymen like us; and, 
finally, to give any reader personal advice without obli- 
gation on all such problems. 

Mr. Whitman was for many years the chief patent 
counsel and consulting engineer for one of America’s 
largest corporations. He is the author of the largest 
selling beok on “Patents.” 


HE subject of patents is one with which we are all 
concerned, for practically every manufacturing 
company in this couniry has been founded directly 
or indirectly as the result of the monopoly obtained 

through patents for invention. 

Over 1,700,000 such patents have been issued in the past 
100 years or more, and at the present time some 40,000 patents 
are issued each year and an equal number of applications are 
filed which never issue into patents. In addition, probably 
another 100,000 inventions are conceived, which for one-rea- 
son or another, never reach the application stage. In these 
articles I will attempt to give some interesting and yet val- 
uable information to the general reader on the subject of 
patents and inventions and also on trade marks and designs. 

The fathers of our country were indeed wise men’ to en- 
courage invention by putting into the constitution, in 1790, 
that provision which now gives to the patentee of a new 
invention an exclusive monopoly to prevent others from 
making, using and selling it, for the first seventeen years after 
the issue of the patent, in return for its mere disclosure to 
the public and free use thereafter. 

Our patent laws are the most liberal in the world. No 
where else can a poor man with a good idea so easily acquire 
both fame and fortune as the result of protecting and mar- 
keting it. 

There is now scarcely a town, village, or hamlet through- 
out the broad land but what has at least one prominent 
citizen living on Easy Street in a mansion purchased from 
the profits «f a patented invention. In fact, some of our 
greatest fortunes have been made through the outright sale 
or royalty of those rights. 

It has been well said that practically all of us are original 
enough to have conceived, sometime in our lives, at least one 
really valuable invention. The trouble usually is that we 
don’t realize this and therefore take no steps to patent and 
market it. 


The Real Nature of a Patent. 


fa the beginning it is important to correct an almost uni- 
versal misconception which alone is responsible for many 
serious losses to the uninformed. 
A patent does not, as many believe, give to its owner the 
right to make use and sell the invention. It merely gives the 
right to EXCLUDE OTHERS from making, using and sell- 
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ing the invention as specifically covered in the claim of the 
patent. : 

The inventor who has conceived an invention, providing no 
one else has previously been granted a patent on it, has al- 
ready the right to make it, use it, sell it, as he chooses. This 
is his common law right. And everyone else as well, has the 
same right. Our government by enacting our patent laws, 
has sought to encourage invention by granting to every in- 
ventor who applies, an exclusive right for the first seventeen 
years to prevent others from making, using or selling the 
invention claimed. If, however, this right has been previously 
granted to another on any part of the invention, then the later 
inventor is just as much estopped from using the previous 
invention as is the rest of the public. 


Most inventors, and indeed many otherwise intelligent 
manufacturers and purchasers of patents, fail to grasp this 
situation, as a result, they proceed on the basis that the 
patent, having been granted by the government, gives them 
the right to use the invention. But as most patents are in the 
nature of improvements over older devices, it is frequently 
necessary for the inventor to employ also one or more of 
such older devices in order to make use of his own invention. 
And as it sometimes happens that some such former device 
or method is already covered by a patent to a prior inventor, 
the later inventor then finds himself in the unfortunate posi- 
tion of not being able to use himself what he can prevent 
others from using! 


This very important point should always be kept in mind 
when dealing with patents. Later under the heading “In- 
fringement Searches,” it will be explained how to determine 
whether or not a patent owner has the right to use the inven- 
tion without risk of infringing any such prior patents of 
others. 


(Next month the Patent Editor will discuss who may 
obtain a patent, when it may be obtained, and on what, and 
will comment briefly on patent failures and patent successes, 
and try to point out why some men get rich and others stay 
poor in the field of invention.) 


(Copies of any of the patents cited may be obtained by 
sending fifteen (15c) to the Patent Editor, in care of this 
magazine, for each copy desired.) 





1,811,320. ADVERTISING DEVICE. Russell Herbert Kerr 
and Edward F. Urich, San Antonio, Tex. Filed April 11, 
1930. Serial No. 443,501. 1 Claim. (Cl. 40—126.) 
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A display device symbolic of a pair of human limbs, said 
limbs pivotally connected at one end, a wire spring, one end 
of said spring secured to the body of one limb, the oppos'te 
end secured to the body portion of the opposite limb, thereby 
defining a loop, one of said limbs permanently attached tc 4 
movable object and the other limb adapted to swing frevly 
when said movable object is vibrated. 
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1,811,097. TIE FORM AND HOLDER. Herbert Gordon 
Scott, Whitestone Landing, N. Y., assignor to Rosamund 
Lenore Gordon Scott, Whitestone Landing, N. Y. Filed 
Sept. 23, 1929. Serial No. 394,399. 11 Claims. (Cl. 24—57.) 








1. A tie form and holder comprising a substantially T- 
shaped frame, the head of the T being formed with a slot 
therein adapted to receive a portion of the tie and the stem 
froming a body about which the tie may be knotted, and 
means for attaching the stem of the T to a collar button, said 
means being resiliently extensible. 





1,809,162. ADVERTISING DISPLAY MECHANISM. Peter 
A. England,-St. Paul, Minn. Filed May 26, 1930. Serial 
No. 455,764. 4 Claims. (Cl. 46—40.) 


























a 

1. A display mechanism, comprising a panel having an 
opening therein, a background panel spaced rearwardly from 
said panel and having indicia thereon in registry with the 
opening in the forward panel, and a rotatable member 
mounted between the panels and having the periphery thereof 
in sections spaced at different distances from the center of 
said rotatable member to disclose successive portions of the 
indicia upon rotation of said rotatable member. 





1,809,361. DISPLAY FORM. Alexander Simson, Reno, Nev. 
Filed Dec. 10, 1929. Serial No. 413,096. 1 Claim. (CL. 
223—18.1.) 





A display form of the character described comprising a 
hollow core having a cap block provided with an annular 
shoulder, a supporting standard secured to the cap block, a 
tubular one-piece covering of rubberized fabric mounted on 
the core having its upper end disposed to meet the shoulder 
on the cap block, an inflatable rubber casing constructed of a 
si: gle piece of material and of substantially tubular form ex- 
terding over the rubberized covering and having its upper 
er! disposed beneath the annular flange, a metallic cap plate 
mounted on the cap block and extending downwardly over 
th upper end portion of the casing for maintaining said 
Ca.ing in position on said cap block, and means for inflating 
the casing, said means disposed within the core. 
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A Beautiful and Inexpensive Material 
for All Decorative Purposes 


Windo-Flex is a heavy corrugated material suitable for 
making window backgrounds, panels, screens, pedestals, 
cut-outs, lanterns, etc. 


We have in stock for immediate delivery about twenty 
colors, both dark and light shades. Rolls are 10 yards long 
and 40 inches wide. 


We suggest either of the following combinations for your 
Fall windows: Seal Brown with Sand or Black with Orange. 


Order now. Price $3.50 Per Roll 
WINDO-CRAFT, INC. 


376-378 PEARL ST. BUFFALO, N. Y. 














Jewel Window Display Specialties 
Used by Wide Awake Display Men 


OUR NEW CATALOG 
IS READY. It _ illus- 
trates our newest style 
Jewel Mayer window dis- 
play equipment. Complete 
modernistic Electric Turn- 
tables in Chrome. New 
Hat Display Machine. 

Jewel Travel Word Sign. 
The three spin- 


-_ 7 
dles revolve slow- @ 


ly half turn then ;,.. a 
reverse. Just the 

fixture to sell No, 892 Turntable 
either women’s or 

men’s hats. Finished in Chrome and 
very compact. 


WINDOW ADVERTISING 





No. 905 Travel Word Sign 


No. 905 Travel Word Sign has room for 20-word * 
message. It is brilliantly lighted and can be 
changed quickly by merchant. No. 892 Mod- 
ernistic Combination Fixture Turntable is fin- 
ished in Chrome and is the newest item in 
turntables. A beautiful revolving Chrome Fix- 
ture that attracts the trade. Platform 24 inches 

in diameter and 

fixture 36 inches 
ee “4 high. 








| 4 No. 861 Hat Dis- 
play Machine is 
in big demand by 
hat merchants. 


F 
& 


We also have a very large line of Jewel 
Electric Display Fountains in Modernis- 
tic Style in Chrome. Makes a beautiful 
attractive display for show window. We 
want reliable, exclusive distributors in 
every city. Write us at once for catalog 
and price sheet. 


JEWEL ELECTRIC & MFG. CO. 


4505 RAVENSWOOD AVE. CHICAGO, ILL. 





No. 861 Hat Machine 








THE 1847 ROGERS BROS. 
DISPLAY CONTEST 

There’s money in one of your windows ... and we're 
going to tell you how to get it out! We know you will be 
interested, and as it is your opportunity to put a nice big 
prize check into your pocket and bring more customers into 
your store ... you have everything to gain and nothing to 
lose. So go to it. The full details of 1847 Rogers Bros. 
window display contest follows: 

1. Any dealer handling 1847 Rogers Bros. Silverplate is 
eligible to enter. 

2. Display must feature 1847 Rogers Bros. Silverplate. 

3. Display must appear during part or all of the three- 
week period of the contest, October 19 to November 7, 1931. 

4. The contestant for these cash prizes will arrange for 
and supply photograph of his window. There is no restric- 
tion as to size of photograph. Snapshots will be accepted, 
but they should be clear enough to show details. 

5. Entry blanks must be secured from the International 
Silver Company, Window Contest Department, Meriden, 
Conn., and must be filled in and attached to the photograph. 
You must be sure to check the class you wish to enter. 

6. All photographs must be received before midnight on 
November 21, 1931. They should be addressed to Interna- 
tional Silver Company, Window Contest Department, Meri- 
den, Conn. 

7. Photographs submitted will become the property of the 
International Silver Company. 

8. Decision of the judges will be final. 

The total prize money, $1,800, will be divided into three 
groups of fourteen prizes each, a total of forty-two prizes in 
all. The prizes in each group are the same, being: First 
prize, $300; second prize, $125; third prize, $50; fourth prize, 
$25; ten prizes of $10 each. The difference in the three 
classes is: Class 1, towns under 50,000 population, no re- 
striction as to size of window; Class 2, towns over 50,000 
population, small window (less than twelve feet long); Class 
3, towns over 50,000 population, large window (twelve feet 
long or over). 

Three display authorities will act as judges in the contest: 
J. T. Chord, editor, DISPLAY WORLD; Walter Krause, 
The Ralph H. Jones Company, advertising agency, and Vir- 
ginia Hamill, noted stylist. Names of the contestants and 
stores will be unknown to the judges. Each photograph will 
be given a number, and this number will be used for identi- 
fication when prize windows are selected. 

The International Silver Company has prepared some 
elaborate display material and display hints. This material 
will gladly be furnished, absolutely free; just write for it. 
While any or all of this material is available to you, it is 
not compulsory to use it in your display. There is absolutely 
no restrictions as to the form of display you submit or the 
idea behind it. The display, however, must be of 1847 Rogers 
Bros. Silverplate. 





‘‘Main Street” 


(Continued from page 29) 

proves that window display advertising costs less than five 
cents per thousand circulation—-a fraction of that of any 
other medium. So ‘Main Street’ really is a gallery of the 
finest in window displays—both artistically and practically.” 

“This ‘Main Street’ exhibit is permanent, is it not?” we 
asked. 

“Yes,” Hanick replied smilingly, “this exhibit is perma- 
nent, but it is flexible also. That is—‘Main Street’ is going 
to be a laboratory as well as a show place. The progressive 
and the beautiful in window displays always will find a place 
on ‘Main Street’. A manufacturer, planning a display cam- 
it—he will gain certain knowledge of how his display will 
look in actual store windows. No more guess work. Whether 
we have to send him a photo of the display or he comes to see 
it—he will gain certain knowledge of how his display wiil 
look after it is installed. Of course he always sees the dis- 
play material. Here he will see the picture in a fitting frame. 
You know our slogan for this exhibit is—There Always Is 


’ 


Something New on ‘Main Street’. 
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“Hanick, what does the trade think of ‘Main Street’ ?” 

“It will take some time before the entire trade all see 
‘Main Street’. This first opening day we have had some 
expert critics and they have all judged ‘Main Street’ dis- 
tinctly worth while. Frederick L. Wertz, of Window Adver- 
tising, Inc.; M. Shnapier of the Dr. Scholl Manufacturing 
Company; Leo Einsen, of Einsen-Freeman; J. A. Reynolds, 
of the Premier Malt Company; H. S. Gilhams, of Ivin’s 
Baking Company; A. P. Simonds, of the American Tobacco 
Company; J. H. Smith, of Plough, Inc.; H. G. Buck, of 
Booth’s Ginger Ale; H. Clarke, of the Dethol Manufacturing 
Company; Lincoln Jones, of Advertising Displays; H. L. 
Murray, of the American Safety Razor Corporation; Douglas 
C. Ellis, of the Coty Processing Company, Inc.; J. Murphy, 
of John J. Felin & Co., Inc.; Louis Church, of the Coca-Cola 
Company; George Wolfsten, of the Al Paul Lefton Advertis- 
ing Agency—have been unanimous in their approval and 
liberal with their praise. Many of them think that ‘Main 
Street’ is the finest exhibit of the window display medium in 
the country. It is unique in that it features installed dis- 
plays.” 

“This praise and approval means much to you, don’t they, 
Hanick ?” 

“Of course. Our entire organization worked hard to make 
‘Main Street’ a success. It is good to know, too, that most 
people will consider ‘Main Street’ definite proof that the 
Hanick Company is the finest installation service in the 
Philadelphia Market. We have dreained ever since we have 
been in business to give our clientele tangible realization of 
all that we try to put into installations—artistry, cooperation, 
merchandising efforts. I think that ‘Main Street’ gives reality 
to all our dreams of service and all our claims of window 
display effectiveness. It is a pleasant education in the win- 
dow display advertising "medium for both manufacturer and 
dealer. If ‘Main Street’ helps to take the proper installation 
of window display material out of the shadows into the sun— 
to bring it its proper prestige then I will be satisfied, entirely.” 

“Thank you, Hanick, for making the purpose of ‘Main 
Street’ so clear.” 

“Won't you stay,” said Hanick, “and join us in our festivi- 
ties. We are going to hold a customer-meeting in conjunction 
with the Cremo Cigar campaign about to start in our terri- 
tory. A. P. Simonds, of the American Tobacco Company, 
will talk to our decorators. Sam Rileigh of Rileigh Window 
Installation Service is slated to say a few words. Frederick 
L. Wertz, of Window Advertising, Inc., who drove three and 
one-half hours in the rain from New York to get here, will 
speak. Then we are going to have cake, pretzels, Coca-Cola, 
soft drinks and ginger ale—all contributed by my clients— 
and dancing. It will be worth your while, I know.” 

So we stayed. And it was worth our while. We listened 
in to a Cremo Cigar customer-meeting where A. P. Simonds 
told the Hanick decorators just what he wanted—and yes, 
just what he didn’t want. We couldn’t help thinking that an 
organization that took the trouble to bring a manufacturer’s 
representative and his men together-in order to insure as 
perfect installations as possible, was very much on the 
right track. We heard Frederick L. Wertz talk about the 
future of window displays. He said among other things 
about the Hanick Company: “I want to compliment the 
Hanick organization on its rapid growth. There are only 
seven or eight installation concerns in the country who can 
equal you for size. There is not another concern in the 
country who even can approach your exhibit on ‘Mair 
Street’.” 

The Hanick employees presented Samuel J. Hanick with 
an electric desk clock, a Wahl-Eversharp fountain-pen desk 
set, and a huge basket of flowers. Hanick was so over 
whelmed he could hardly thank them coherently. 

Refreshments that refreshed; the hurried excitement 0o/ 
taking pictures; then, dancing right on “Main Street’—I: 
was lovely, but we had to leave. We found Hanick, thanked 
him again and bid him good-bye. His last words were: 

“Everyone is welcome on ‘Main Street.’ It is a new roa‘ 
to the better understanding of the window display advertis- 
ing medium and a highway to bigger business. I would like 
to see as many people as possible travel on it.” 
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Displays In 
Detroit 


(Continued from page 46) 

these togs.” “Tips on Rushing Teas’—talk about crucial 
moments! “But the right frock will help a lot.” Also “To 
rate on the Campus requires some keen looking Campus 
togs—here are a few.” With this series, evening frocks of 
white satin, displays of accessories and intimate apparel, 
smartly grouped, were also noted. 


Crowley-Milner & Co. 

Little stress was placed on fur and coat trims, due perhaps 
to the excessive heat early in the month, or due to rush of 
work necessitated in launching the semi-annual “Mill-End 
Sale.” For this sale, yellow and black was used; the window 
backs covered in a many-paneled screen with the large center 
panel carrying “Mill End Sale” in large black cut-out letters. 
The usual school promotions were noted here and there 
among their great battery of sixty windows. Notable among 
these was a display of various sized school frocks, with a 
large open book as a center unit. Printed on its open pages 
was “Oh!—It’s grand to go back to school in a brand-new 
frock.” Also, the same arrangement for the high school girl, 
saying, “Smart Fashions register at School and College,” and 
for the college girl, “Campus Bound—School Ahoy!” Many 
smartly grouped figures were used throughout these displays. 


Siegel’s. 

A great effort was made to have the window customer 
think of furs, seemingly with little success, for Siegel fur 
displays were quickly replaced with fall apparel that had a 
more general and inviting appeal. Displays of college gowns, 
coats, suits and millinery used large pennants of various col- 
leges for backgrounds. The large corner window had nine 
manikins grouped in front of ropes just behind the football 
lines, thus showing a variety of chic fall modes. Many of 
the manikins carried their college pennant, adding a touch 
of color and real college spirit and atmosphere. The card 
read, “Siegel’s College Shoppe has these delightful new 
fashions for youthful budgets.” 


J. L. Hudson’s. 

Displays at the J. L. Hudson Company are always timely, 
sales appealing, with perfect coordination throughout their 
many, many windows. The first promotion of the month, 
“Furs,” was launched with suitable newspaper space linked 
with six large Woodward Avenue windows. Each of the 
displays, similar in treatment, used the plain simple cain 
stone backgrounds with black cut-out letters mounted on 
black strips. Each display fashioned one style of fur, and, 
as the wording on the background explained: “Fashion 
Says”—“Black Pony for youthfulness”’—‘Perision Lamb for 
individuality’ —“Jap Mink for elegance,” etc. 

Other sale promotions noted were: Three windows of 
August sale of linens; two windows of August sale of bed- 
ding; one window of August sale of towels; six windows of 
August sale of furniture. These displays were all with simi- 
lar backgrounds; large, three-panel screens of brown felt, 
with cut-out white felt letters announcing the sale events. 

Toward the middle of the month school and college dis- 
plays demanded the attention of the passerby to an almost 
vanishing point of the other merchandise. For the ’teen age 
and smaller an over-sized slate seemed the center of attention 
with this saying in script: “Good Morning, Dear Teacher.” 
On the background a large blackboard was used to advantage, 
with most attractive cut-out figures in many realistic and 
interesting groups. Also the wording, “Back to School,” in 
\ hite chalk on each. A general school supply window among 
this group had as a center piece a very large slate with 
sielves on each side, giving an unusual opportunity for va- 
rety and quantity of school supplies shown. 

Men’s clothing stores and departments had little to offer 
i the mode of new and interesting fall lines—preferring 
t. cling, week after week, to sales and more sales. A tip to 
tl ese worthy merchants should be taken from their sister 
sivlists to start their fall season August 1, thereby laying 
a ide the long over-worked sales throughout July and August. 
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IOWA DISPLAYMEN HOLD ANNUAL 
MEETING IN DES MOINES 

During the week of August 24, the Iowa displaymen held 
their annual fall convention at Des Moines. The opening 
address was made by Mayor Parker Crouch, of Des Moines. 
The Iowa men plan on combining with Nebraska displaymen 
in asking for a charter from the I. A. D. M. Three Nebraska 
men were named to cooperate with lowa officers in arranging 
for the next meeting, which will be an Iowa-Nebraska meet- 
ing. The men named were Richard Ernesti, Lincoln; Herbert 
Lawrence and Frank Fiali, Omaha. 

An auxiliary has been organized with Mrs. F. W. Kes], 
Des Moines, chairman of the group. Present officers of the 
Iowa association are: President, J. H. Everetts, M. L. Parker 
Co., Davenport; vice presidents, Ray Larson, T. S. Martin 
Co., Sioux City; Max Berck, Frankel’s, Des Moines, and 
Tom Frey, J. D. Van Allen & Son, Clinton; secretary-treas- 
urer, L. E. Williams, The Boston Store, Fort Dodge; direc- 
tors, Jess Erskine, Davidson’s, Sioux City; C. J. Benedict, 
Des Moines; Barney Berck, Palace Clothing Co., Waterloo, 
and George Kucharo, Hugh Lyons & Co. 

The following merchandise demonstrations were on the 
program: Men’s pajama display, H. A. Fitzsimmons, Arm- 
strong Clothing Co., Cedar Rapids; ready-to-wear display, 
Ray Larson, T. S. Martin Co., Sioux City; display of na- 
tionally advertised products, F. W. Kesl, Des Moines: men’s 
shirts and neckwear, Max Berck, Frankel’s, Des Moines: 
men’s clothing, Fred Schoonover, The Utica, Des Moines; 
general displays, J. H. Everetts; women’s shoes and hose, 
Joe De Maio, Younker’s, Des Moines; accessories, Lew Wil- 
liams, The Boston Store, Fort Dodge; books, Mrs. E. A. 
Peterson, Des Moines public library; Hickok belts, Barney 
Berck, Waterloo. 

Addresses were made by the following prominent men: 
E. A. Perriam, general manager, Frankel Clothing Co., Des 
Moines ; a demonstration and address on show cards by Jack 
Stitt. Arthur Brayton, editor, Dry Goods Merchants’ Trade 
Journal, gave a very inspiring address, as did George Hamil- 
ton secretary, convention bureau, Des Moines. Several dis- 
cussions of display work and display principles were lead by 
J. H. Everetts. 

Winners of the display photographic contest were: 
Women’s wear, J. H. Everetts; shoes, Fred Wagner, Water- 
loo; boys’ clothing, Maurice Swander, Des Moines: girls’ 
clothing, J. H. Everetts; men’s clothing, Mr. Schoonover ; 
hosiery, Glenn Hoover, Des Moines: piece goods, L. E. Wil- 
liams; men’s neckwear, Mr. Berck; sporting goods, Mr 
Fitzsimmons. 





DISPLAY CHANGES ARE ANNOUNCED 
BY SEARS, ROEBUCK 

J. B. Honold has been transferred from the Philadelphia 
office of Sears, Roebuck & Co., to the national headquarters 
in Chicago, where he will serve as assistant to L. S. Janes, 
national director of display. He was territorial display man- 
ager for the company’s eastern territory in Philadelphia. He 
succeeds A. E. Johnston, who has taken charge of the sales 
promotion department of the Kroger Grocery and Baking 
Company of Cincinnati. 

Mr. Honold was for about fifteen years display director 
for the Bonwit Teller Company of Philadelphia. Later he 
was manager of a permanent textile exhibit on the boardwalk 
at Atlantic City, N. J., for the Aberfoyle Manufacturing Co. 

S. W. Jester, who has been connected with the display de- 
partment of Montgomery Ward & Co., has been appointed to 
the editorial division of the Sears, Roebuck national display 
department. Mr. Jester was for several years with Kline’s 
of Cincinnati and came to Chicago as display director for the 
Stewart Warner Corporation. 

E. T. Helms has been named district display manager of 
the Sears, Roebuck Dallas district. He came to Sears, Roe- 
buck from Montgomery Ward. 

P. S. Williams will do district display work for Sears, 
Roebuck & Co., in its eastern territory. His headquarters 
will be in Philadelphia. For a number of years he had been 
display manager of the Scruggs, Vandervoort and Barney 
Company of St. Louis. 
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e Opportunity Exchange e 















Mechanical Xmas Attractions 


SETTINGS AND NOVELTIES 


BOUGHT, SOLD or EXCHANGED 


Headquarters for New and Used Display Materials of Every Description 
Save Money by Purchasing NOW for XMAS and Holidays 


Telephone METROPOLITAN DISPLAY FIXTURE CLEARING HOUSE, Inc. write, 
Chelsea-3 127-129 WEST 24TH ST., NEW YORK ihe Phone 
a Manufacturers of Mechanical Attractions, Millinery Heads and Display Fixtures ee 





























At remarkable bargain prices, we now have on hand a large selection of imported manniquins, 
children’s figures and millinery heads. 














FOR SALE OR TRADE FOR SALE OR TRADE MANNEQUINS 
Two outstanding mechanical 8 Messmore & Damon me- Special Line of Samples 








Christmas displays. New last chanical figures, animated Latest Style Imported 
year. Excellent condition. display of Windsor Children’s | Mannequins. 
Photos and description on re- MacKay’s Little Nemo in Sizes 2 to 12 years. For 
quest. Toyland, Surprise Package immediate sale, we are 
A. L. BIXBY Mechanical Feature and offering these 
Wolf & Dessauer Co. Modern Santa’s Workshop at $25 Each. 
Fort Wayne, Ind. Toys, made by machine. Regular Prices were 
For photos and description, $50 to $75 
ieee ADDRESS OR CALL 
SIDELINE SALESMEN DISPLAY DEPT. ROOM 401 
We offer you the best advertised People’s Outfitting Co. 358—5th Ave., New York City 
and fastest selling line of Dis- Detroit, Mich. Telephone: Wisconsin 7-5778 


play Fixtures in America. Every 
store is a prospect. No sales- 
resistance ; no samples to carry; 

















~ - ~ \ ic- FOR SALE—WALTERS’ FIT-RITE AND 
sell from our catalog. Commis STA-CON WINDOW SOCK FOR DECO. Position Wanted 
sion basis. RATORS. My of we. fae” eam 
Jersey cloth, 75c pr., $4. a oz., $8. : : 
Add ess “B B ”? doz., postpaid. An elastic band is taped Display manager; over ten years 
: r 2) ee and sewed in the top. Patented May 20, general department store experience 
Care DISPLAY WORLD 1924. Fits over any shoe. Order by size as display manager; prefers chance 
shoes worn. J. M. WALTERS, Mfr. 220 with better class store where style 


South Benton Way, Los Angeles, Calif. 





and quality trims are paramount. A 
real worker; ability to handle all | 













































REPRESENTATIVES WANTED —Sideline. Display Photos, all - ° a 
; ME eer ga he Mtg types of displays for all departments 
Displaymean, display services, fixture Work. Malic, female photos, 20 for $1.00, Specialty shops considered. Now | 
ger and pnees nee ame nee 1000, $45.00. Cartoon Books, Novelties. with large chain department store. | 
pe taggronss- Biome Sia! per taperes hy Send cash, stamped, addressed envelope. For photos and details. address | 
bers to their lines will find it profitable Agents, dealers, write. Sex books, maga- p ’ | 
to get in touch with us at once. zines, ” postcards, cuts, photos, bought, “E. E. H.,”’ DISPLAY WORLD, 
THE GREAT CENTRAL NOVELTY CO., exchanged, developed, reprinted quantity. Cincinnati, Ohio. | 
236 Main St., Cincinnati, Ohio. MEYER, GPO Box 471, New York City. 
HAWKINS DISPLAY American Tobacco, Safety Razor, The Wander Co., (Ovaltine: 
SERVICE and many others. They do not claim to be tbe largest service 
The Hawkins Display Service, South Bend, Ind., is unique but they do claim to cover their territory, and assure satis 
in that it is managed by a registered pharmacist. While they factory installations. The following cities are in their ter- 
do not cater exclusively to the drug field, a large bulk of ritory: South Bend, Mishawaka, Elkhart, Laporte, Gosher. 
their installation business centers there They are holding Michigan City, in Indiana, and Benton Harbor, St. Joe and 
contracts for installations in their territory with Coca-Cola, Niles, in Michigan. 
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POSTER ART AND 
LETTERING 


The New York School of Poster Art and Lettering opened 
their school on Wednesday, September 2, for the ensuing 
season. Classes in poster art have been extended to include 
every branch of commercial and poster art. The class in 
lettering has been extended to include show card, commercial, 
theatrical and reproductive lettering. 

Classes will be held on Monday, Wednesday and Friday 
evenings from 7 to 9:30 p. m. at their headquarters, 334 West 
Forty-fourth Street, New York City. Art instruction by 
George Hirsch and lettering and design by Jack Paul. 

The New York School of Poster Art and Lettering 
originally started with a policy of instruction for profes- 
sionals only. They have now extended their courses to 
include instruction to beginners qualified to absorb the type 
of instruction they have to offer. Each member of the school 
receives absolutely individual instruction. 





JOSEPH GIVNER IN NEW POSITION 
WITH SEARS 

For the past three years Joseph Givner has been asso- 
ciated with the merchandise department of Sears. Officials 
now announce that he has been appointed general retail sales 
manager. The new position includes the direction of mer- 
chandising, sales promotion, advertising and display programs 
of all retail stores. 





SUN ADVERTISING CONTINUES TO 
COVER CALIFORNIA 

The Sun Advertising Company, California, continues to 
“cover the state.” In 1930 over 75,000 displays were installed 
and 1931 will witness the installation of better than 100,000. 
Seventy-five accounts are being handled at the present time. 
Some of the accounts that they have been working on during 
the past thirty days are: Chesterfield, Lucky Strike, Old 
Gold, Spud and Clown cigarettes, Cremo, Antonio Cleopatra, 
Pall Mall, Optimo, El Cremo cigars, Iodent tooth paste, 
Iodent-Every-Ready Razor blade combination, Armand, 
Noxzema, Knox-Tartar, Mercerex, Max Factor, Bu-hach, 
Gem razors, Park-Davis products, Odor-O-No, Feen-A-Mint, 
Ezy-2-Tan, Cascarets, Coca-Cola, Passion-O, Golden Glow 
and other drug and grocery lines. 


The Firing 
Point 


(Continued from page 63) 





advertiser and the dealer are getting the high standard 
service required. The experience of having installed thou- 
sands of displays for over one hundred clients has taught 
Stefan the value of SERVICE. Every step in the conception, 
plan and setting of Stefan service is with one end in view... 
to present the most effective service possible. 


Distribution Methods. 


Today, it can be said, there are three methods by which 
displays are distributed: First, by professional installation: 
second, by salesmen or crews; third, by mail or express. 

In former years when each retailer had to take care of his 
own windows he was constantly on the lookout for those 
manufacturers’ displays that would assist him in making his 
window look attractive and inviting. At that time the adver- 
tiser had a fair chance of getting his displays used by sending 
them direct to the dealer. At the present time, however, with 
trained window men coming into the dealer’s store and trim- 
ming his windows better than he could ever hope to do it 
himself (and without cost io the dealer) the display sent by 
mail or express has a very slim chance of ever being opened. 

In summarizing the value of any installation service: If 
it is an effective, economical and time-tried service with an 
unrivalled and unbroken record of dealer good-will behind 
it it can be assured of growth and prosperity in the years 
that are to come. 
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MO@DERNISTIG 


Display Letters 











ALL STYLES—ANY QUANTITY 


Write for Prices and Other Information 


Newark, N. J. Chicago, IIl. 




















The F'ountain Air Brush 


The World’s Standard Air Brush for Over 40 Years 
Greatest Durability for Show Card and Sign Writers. 


== Illustration 3/5 actual size. 





When properly repaired Thayer & 
Chandler Airbrushes are the equal of a 
new Brush—Easy to handle and keep 
in order. 


Thayer & Chandler 


NEW ADDRESS: 910 West Van Buren St. Chicago 






































ie tJ Jon . e : w ’ ve om ! 
Notice Display Managers: 
Pasted and Book Lined, CLAY COATED CARD- 
BOARDS at a saving. Write for samples and prices. 


Fred’k. D. Goodlander, Box 233, Wabash, Ind. | 








F gpnsen- the new electric 


START and STOP MOTION TURNTABLE 


Stops every quarter turn to allow a closer view of the dis- 
played merchandise. Write for details and prices. 


GENERAL STAMPING WORKS 
127-129 WEST 24TH ST. NEW YORK CITY 














LITHOGRAPHED DISPLAYS 
CUT-OUTS, POSTERS, ETC. 


LUTZ & SHEINKMAN, INC. 


LITHOGRAPHERS SINCE 1896 
2 DUANE STREET NEW YORE 








Wake Up Your Windows! 
Universal Turntables 


STIMULATE INTEREST—INCREASE SALES 
Always the best. Electricity cost less than 50-watt light. Fully 
warranted, fool proof and reliable. Rent on trial; purchase optional, 
if desired. Cash discount. 


ELECTRIC WINDOW SALESMAN CoO., 
46 Cornhill BOSTON, MASS. 














Use the 
OPPORTUNITY EXCHANGE 
As Your Want Ad Medium 
Costs Only $1.50 Per Inch 

















AIR BRUSHES 
Bert L. Daily, Inc., 126 E, Third St., Dayton, 


0. 

Paasche Airbrush Co., 1902 Diversey Parkway, 
Chicago, Ill. 

Thaygr & Chandler, 913 W. Van Buren, Chi- 
cago, Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, IIl. 


AIR BRUSHING ON TEXTILES 


National Process Ill. Co., 419 Kerrigan Ave., 
Union City, N. J. 


AIR COMPRESSOR UNITS 
Paasche Airbrush Co., 1902 Diversey Parkway, 
Chicago, Ill. 
The Wold Air Brush Mfg. Co., 2173 California 
Ave., Chicago IIl. 


AIR BRUSH COLORS 


The Wold Air Brush Mfg. Co., 2173 California 
Ave. Chicago, III. - 


AIR PAINTING UNITS 


Paasche Airbrush Co., 1902 Diversey Parkway 
Chicago, Ill. 


ARTIFICIAL FLOWERS 
> Adler-Jones Co., 651 S. Wells St., Chicago, 


Botanical Decorating Co., 319 W. Van Buren 
St., Chicago. 
ae Roman, 110 W. Forty-sixth St., New York 
y. 


ARTIFICIAL PLANTS 


Chelsea Botanical Products Co., 107 W. Twenty- 
Seventh St., New York City. 


BACKGROUND COVERINGS 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 


BACKGROUND PANELS 


Compo-Board Co., 4436 Lyndale Ave., No., Min- 
neapolis, Minn. 

Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


BACKGROUND SETTINGS 
Botanical Decorating Co., 319 W. Van Buren 
St., Chicago. 
= Adler-Jones Co., 651 S. Wells St., Chicago, 


Ferryman Art Studios, 17 W. Thirty-first St., 
New York City. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


BACKGROUND SCREENS 
Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 
BOLTING CLOTH 


Geo. E. Watson Co., 164 N. Lake St., Chicago, 
Til. 


BOOKS ON DISPLAY 


McGraw-Hill Book Co., 370 Seventh Ave., New 
York City. 


CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 
gg Daily, Inc., 126 E. Third St., Dayton, 
0. 
National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Ill 


CARD HOLDERS 


J. B. Timberlake & Sons, Jackson, Mich. 
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Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 


CARVED GLASS 


Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 
CHRISTMAS DECORATIONS 
Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


COLOR SCREENS 
Diamond C Quality Brand, 78 Cliff St., New 
York City. 
COMPOSITION BOARD 
Compo-Board Co., 4436 Lyndale Ave., No. Min- 
neapolis, Minn. 
Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


COMPOSITION MANNEQUINS 
Mileo, 44 E. Eighth St., New York City. 


COUNTER DISPLAYS 
Lutz & Sheinkman, Inc., 2 Duane St., New 
York City. 
CORRUGATED CREPE PAPER 
Kimberly-Clark Corp., 8 S. Michigan Ave., Chi- 


cago, Ill. 
CREPE PAPER 


Dennison Mfg. Co., Framingham, Mass. 
The Papyrus Co., Kenilworth, N. J. 


CUTAWLS 
International Register Co., 13 S. Throop St., 
Chicago, Ill. 
CUTTING MACHINES 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 

Portable Elec. Tool Corp., 67 Walnut St., Fitch- 
burg, Mass. 


CUT-OUTS 
Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 
DECORATIVE PAPERS 
W. H. S. Lloyd Co., 48 W. Forty-eighth St., 
New York City. 
Paper Service Co., 28 N. Sixth St., Philadel- 
phia, Pa. 
Whiting-Patterson Co., 386 Fourth Ave., New 
York City. 
DISPLAY CARD MACHINE 
Reynolds Printasign Corp., 114 S. Clark St., 
Chicago, Ill. 
DISPLAY COUNSEL 
Window Advertising, Inc., 00 Fourth Ave., New 
York City. 


DISPLAY FIXTURES—GLASS 


Friedland & Levine Bros., Inc., 201 Chrystie St., 
New York City. 


DISPLAY FIXTURES—METAL 


moet Bros., 205 W. Thirty-sixth St., New York 
y. 





He eadquarters for everything 
NEW in Display Fixtures 


BRAGER BROS. 


205 West 36th St. near 7th Ave. 
NEW YORK CITY 











ESTABLISHED MANUFACTURERS, JOBBERS, IMPORTERS AND 
DISTRIBUTORS OF WINDOW DISPLAY AND STORE EQUIP- 
MENT, DECORATIVES, ACCESSORIES AND _ SPECIALTIES 
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Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

L. A. Darling Co., Bronson, Mich. 

The Display Center, 1440 Broadway, New York 
Cit 


Hugh Lyons & Co., Lansing, Mich. 

National Equipment Corp., 306-8 W. Ninth St., 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn. R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 

J. B. Timberlake & Sons, Jackson, Mich. 


DISPLAY. FIXTURES—WOOD 


Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

The Display Center, 1440 Broadway, New York 
Ci 


Hugh Lyons & Co., Lansing, Mich. 

National Equipment Corp., 306-8 W. Ninth St., 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 

The Varnum Mfg. Co., Inc., 116 E. Chicago St., 
Jonesville, Mich. 


Display Fixtures—Wrought Iron 
= Display Center, 1440 Broadway, New York 
ty. 


DISPLAY FORMS 


Hugh Lyons & Co., Lansing, Mich. 

National Equipment Corp., 306-8 W. Ninth St., 
Kansas City, Mo. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

Shoe Form Co., Inc., Aurelius Ave., Auburn, 


nm. -Y, 
Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 


DISPLAY NOVELTIES 
7 Adler-Jones Co., 651 S. Wells St., Chicago, 


Botanical Decorating Co., 319 W. Van Buren 
St., Chicago. 


Display Specialties—Wood 
Regent Specialties, Inc., 768 Lyell Ave., Ro- 
chester, N. Y. 
DOLL-STANDS—METAL 
Butler Doll-Stand Co., 208 S. East Ave., Oak 
Park, Ill. 
FABRICS FOR DISPLAY 


Hy-Sil Mfg. Co., Revere, Mass. 

Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 

Miracle Fabrics Co., 113 W. Fotty-eighth St. 
New York City. 


FELT FOR DISPLAY 
Western Felt Works, 4029 Ogden Ave., Chicago; 
42 E. Twentieth St., New York City. 


FELT LETTERS 


W. L. Stensgaard & Associates, 981 Merchan- 
dise Mart, Chicago, Ill. 


FLOOD LIGHTS 


The Frink Corp., 369 Lexington Ave., New York 
City. 





(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When Writing to Any of These Concerns) 
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FORMICA 
The Formica Insulation Co., 4662 Spring Grove 
Ave., Cincinnati, Ohio. 
FURNITURE—SHOW WINDOW 
Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 
GARMENT RACKS 


j. B. Timberlake & Sons, Jackson, Mich. 
Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, IIl. 


GELATINE SHEETS 


Diamond C Quality Brand, 78 Cliff St., New 
York Cit, 
~~ 367 Hudson Ave., Brooklyn, 


Ender Mfg. Co., 217 Grand St., New York City. 
HOSIERY DISPLAY FORMS 


— _ Co., Inc., Aurelius Ave., Auburn, 


INTERIOR DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


JEWELRY FIXTURES 


Jersemann & Wolly, Inc., 140 W. Twenty- 
second St., New York City. 

Morel Mfg. Co., 38 W. Thirty- second St., New 
York City. 


LETTERING BRUSHES 


ay Daily, Inc., 126 E. Third St., Dayton, 
0. 
- E. Watson Co., 164 W. Lake St., Chicago, 


LETTERING PENS 
Esterbrook Pen Co., 2 Cooper St., Camden, N. 3 


LITHOGRAPHED DISPLAYS 
a Hg Sheinkman, 2 Duane St., New York 


MANNEQUINS 


Nonpareil Co., 448 Fourth Ave., New York City. 
J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


MAT BOARD 


Chicago Cardboard Co., 666 Washington Blvd4., 
Chicago, Ill. 

National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Ill. 


MECHANICAL DISPLAYS 


Character Display Co., 3249 N. Herndon St., 
Chicago, Ill. 

Displays Animated Co., P. O. Box 374, Glen- 
dale, Calif. : 

General Stamping Works, 127 W. Twenty-fourth 
St., New York City. 

Messmore & Damon, Inc., 404 W. Twenty- 
Seventh St., New York City. 

Metropolitan Display Fixture Clearing House, 
Inc., 127 W. Twenty-fourth St., New York City. 
Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


The Reinhold Studio, 8 Upham St., Revere, 
Mass. 


MILLINERY HEADS 


Ralph A. Freundlich, Inc., 48 E. Twenty-first 
St., New York City. re 9 - 


MODEL DISPLAYS 


Francis W. Kramer Studios, 5252 W. Kinzie St., 
Chicago, Ill. 


MOTION DISPLAYS 


Character Display Co., 3249 N. Herndon St., 
Chicago, Ill. 


NORTH RIDGE PINES 
North Ridge Brush Co., Inc., Freeport, Ill. 


een 


ORNAMENTS—WOOD 


Klise Mfg. Co., Inc., 50 Cottage Grove Ave. 
S. W., Grand Rapids, Mich. 


Papier Mache Decorations 


Messmore & Damon, Inc., 404 W. Twenty- 
Seventh St., New York City. 


PLUSHES 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 

Miracle Fabrics Co., 180 Madison Ave., New 
York City. 


POSTERS 


Cornell Wood Products Co., 07 N. Michigan 
Ave., Chicago, Ill. 
Lutz & Sheinkman, 2 Duane St., New York 


City. 


PROJECTORS—ENLARGING 


Brischograph Co., 92 E. Lakeview, Columbus, 
Ohio. 


REFLECTORS—SHOW CASE 


The Frink Corp., 369 Lexington Ave., New 
York City. 


REFLECTORS—WINDOW 


Ender Mfg. Co., 217 Grand St., New York City. 
The Frink Corp., 369 Lexington Ave., New 
York City. 


SCHOOLS—CARD WRITING 


Detroit School of Lettering, 155 Stimson Ave., 
Detroit, Mich. 

The Koester School, 314 S. Franklin St., Chi- 
cago, Il. 


Schools—Display Merchandising 


MacLeod Institute, Scientific Display School, 
246 Eighth Ave., New York City. 


Schools—Window Decorating 


The Koester School, 314 S. Franklin St., Chi- 
cago, Ill 


SCROLL CUTTERS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


SHOE DISPLAY FORMS 


Shoe Form Co., Inc., Aurelius Ave., Auburn, 
mw. Y¥. 


SHOW CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 

National Card, Mat & Board Co., 4318 Carroll 
Ave., Chicago, Ill. 


SHOW CARD COLORS 
ay ig Daily, Inc., 126 E. Third St., Dayton, 
i) 


Thaddeus Davids Ink Co., Inc., 95 Vandam St., 
New York City. 


Show Card Printing Outfits 


National Sign Stencil Co., Inc., 1602 University 
Ave., St. Paul, Minn. 


SHOW CARD SUPPLIES 


Bert L. Daily, Inc., 126 E. Third St., Dayton. 
Ohio 


Geo. E. Watson Co., 164 W. Lake St., Chi- 
cago, Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


Show Case and Counter Reflectors 
Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 


SIGNS—BRASS AND BRONZE 


Art In Bronze Co., Inc., 1621 E. Forty-first 
St., Cleveland, Ohio. 


SIGNS—GLASS 


Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Il. 


SIGNS—WOOD 


Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


Silk Screen Process Supplies 
Naz-Dar Co., 4014 N. Rockwell St., Chicago, Ill. 


SPOT LIGHTS 


Ender Mfg. Co., 217 Grand St., New York City. 
The Frink Corp., 369 Lexington Ave., New 
York City. 


STENCIL CUTTERS 


The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


TINSELS (GLASS) 


Edward C. Ballou Corp., 456 Fourth Ave., New 
York City. 


TURN TABLES 


Electric Window Salesman Co., Inc., 46 Corn- 
hill, Boston, Mass. 

General Stamping Works, 127 W. Twenty-fourth 
St., New York City. 


VALANCES 


Acme Drapery Co., 117 W. Thirty-third St., 
New York City. 

Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

S. Goldberg Mfg. Co., S. W. Cor. Sixth and 
Arch, Philadelphia, Pa. 

Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 


VELOURS 
Miracle Fabrics Co., 113 W. Forty-eighth St., 
New York City. 


VELVET-COVERED FIXTURES 

Morel Mfg. Co., 38 W. Thirty-second St., New 
York City. 

VELVET-COVERED JEWELRY 


DISPLAY FIXTURES 


Morel Mfg. Co., 38 W. Thirty-third St., New 
York City. 


WALL BOARD 


Compo-Board Co., 4436 Lyndale Ave., No. Min- 
neapolis, Minn. 

Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, IIl. 


WAX FIGURES 
Display Clearing Corp., 16 W. Thirtieth St, 
New York City. 

Mileo, 44 E. Eighth St., New York City. 
Window Display Installations 
Window Advertising, Inc., 300 Fourth Ave., 

New York City. 
WOOD CARVINGS 


Klise Mfg. Co., Inc., 50 Cottage Grove Ave., 
S. W., Grand Rapids, Mich. 








(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When 





Writing to Any of These Concerns) 
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GEORGE WIHLBERG HEADS 
OHRINGER’S DISPLAYS 


George Wihlberg, until recently display manager for 
Orkin’s, specialty shop, has resigned to accept a similar 
position with Ohringer’s, Inc., New York City. 


Out of the Mail Bag 


(Continued from page 3) 

month rather than per display. I think a fair price would be 
not more than $60.00 per month and not less than $50.00. 
This, of course, would not include any extra work that you 
might do on backgrounds. They, of course, would have to 
furnish any material for background work, as well as for 
time, which would be charged by the hour, for any back- 
ground work that you would do. 

Your idea of dividing the windows into units is very ex- 
cellent, in fact, a small department store should merchandise 
their displays after the unit system. By using the unit system 
it enables them to display a much greater line of merchan- 
dise. Your division of the front as suggested in your letter is 
excellent. There undoubtedly will be times, however, that 
you will add another division in the long windows on the 
side, giving you four units in each side window with the 
island window the seventh or ninth display, as the case may 
be. Of course, as the island window is large it will be pos- 
sible to merchandise it into two or more units. I do not 
think in some instances that it will be necessary for you to 
change all the windows twice a week. If you plan on using 
the unit system you could, of course, change a unit a day. 
This would keep their front fresh all the time and if the 
units are merchandised properly, it would be very simple for 
you to enter and leave the window to make a display change 
without tearing out the entire display. 

The WINDOW DISPLAY MANUAL, the book on win- 
dow display, which we have just published devotes an entire 
chapter to unit displays and it would probably be a very good 
idea for you to consider this publication whether you actually 
take over the job of merchandising their windows or not. 
The important thing about display is this, if you can prove 
to them that there are definite display fundamentals, funda- 
mentals which apply to every trim of merchandise, whether 
the trim is hardware or Paris fashions, drugs or clothing, 
you will win their admiration and it will make it possible for 
you to increase their sales through properly merchandised 
displays which will, of course, result in increasing the display 
budget, which means an eventual increase for yourself. 








Henwood’s Arcade-Ans 

(Continued from page 26) 

tray with a broom handle to complete his cello, and the pegs 
are spring clothes pegs, the bow being a file. 

The player of the French horn is using a length of hose 
piping, on the end of which is a funnel. 

The trombonist has an instrument made of brass-cased 
tubing, with hose piping and a funnel again as a horn. 

The clarinet player uses a roll of wire gauze with “domes 
of silence” and hose clips as the keys. He has a spare in- 
strument at his side, a cornet, which is composed of brass 
tubing, rubber piping and a funnel. 

The trap drummer is seen playing his hat box side drum 
with wooden spoons, his big drum being composed of two 
circular saws surrounded by wire gauze, and his other instru- 
ments are shown on a towel horse, on which are handing 
pieces of brass-cased tubing, gongs, table bells and a brass 
tray. 

The program, which is composed of nine items, included: 

A Raspody in Glue—rasp in a glue pot. 

Only a Rose—a watering can rose. 

Phil the Fluter’s Ball—a ball valve. 

The Lost Chord—a piece of sash cord. 

The Pipes in Pan—three briar pipes in a frying pan. 

The music pSayed by the orchestra consists of various 
departmental catalogues mounted on stands composed of 
grills supported in galvanized piping. 
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T’S HERE! 


The New Model K-8 Cutawl is a sturdier machine, 
strengthened throughout for faster and heavier cutting— 
the utmost in smoothness, accuracy and easy operation. 


New Features 


NEW SWIVEL LOCK—-simplifies the cutting of straight lines. 
NEW GUIDE FOOT—zives easier operation plus increased 


speed and accuracy. 


NEW CHISEL BLOCK— insures longer life to the chisel and 


smoother cutting. 

NEW OIL SEAL—«liminates oil leakage. 

HEAVIER CONSTRUCTION—larger plunger, longer and 
bigger bearings make possible the rapid cutting of heavy 


sheet-metal, wallboard and every other material used by 
displaymen. 





New 
Adjustable 
Bevel 


profit side of your ledger. 


State costs to the bone! 


time payment plan. 


13 South Throop Street 




















“CUTAWL DESIGNS” 


120-page book of 
modern display de- 
signs that can be 
faithfully reproduced. 
96 original drawings, 
70 notable windows, 
signs and interior dis- 
plays. Ask us about 
“Cutawl Designs.” 


“a Try the New K-8 Cutawl--10 Days Free 


Use it on signs, screens, lettering, stencils, window display back- 
grounds, figures—any work you have. Give it a thorough test 
cutting any designs—then, if you feel you can do without it, send 
it back and you won't owe us a cent. 


Buy the New K-8 on EASY TERMS 


Our easy payment plan will spread the cost so that the Cutawl will 
not only earn the monthly payments but add big figures to the 


Send the Coupon for Full Information 


Cutawl Accessories—Bevel Cutter—Circle Cutter—and Saw Table and Saw 
Support greatly increase the variety of designs you can cut. Included in our 


INTERNATIONAL REGISTER CO. Mail Coupon 





A NEW MODEL 
CUTAWL with 


Many New Features 





Use the Cutawl and cut your display 





CHICAGO, ILL. TODAY 



















9 
INTERNATIONAL REGISTER CO., 
13 South Throop St., Chicago, II. 


[] Please send catalog, prices,’ and 
complete description of the Cutawl. 

[] Send information on the Cutawl 
accessories—Bevel Cutter, Circle 
Cutter, and Saw Table and Sup- 
port. 

{] Tell me more about ‘“Cutawl De- 
signs.” 

{] I am interested in your Time Pay- 
ment Plan. (Our Time Payment 
Plan applies to the United States 
only.) 
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MANUFACTURING PLANT 
New England Office: 302 Park 
Square Building, Boston, Mass. 


Invenlors ond” Manufacturers of the 








Licensees for Canade—Somerville Paper Boxes, ttd., london, Ontario 
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DENNISON -DISPEAY 
SERVICE PROVES 
DEALER WILL PAY 


Here's a monthly dealer 
display service so soundly 
and unselfishly planned... 


So interesting in ide@ and 
novel in execution (com- 
bining roto -plus- litho: and 
other unusual techniques)... 


And so closely following the store’s 
merchandising plan that dealers are 
only too glad to pay!...Call in Einson- 
Freeman, pioneers of cooperative dis- 
play; to discuss its possibilities for YOU. 


gb 


FRAMINGHAM . mass. March 27, 1932 


Binson-Freeman Co. Inc. 
Starr & Borden Avenues 
Long Island City, N.Y. 


Gentlemen: 


In working with us on our 1931 Dealer Display 

Service, a8 well as omour regular window and 

sounter displays, we have always found you to. 
~~ possess an unusually intelligent understanding 
» of dealer needs and problems. 


It is surely an asset for a concern like yours 
to be able to supplement its production»facilities 
with merchandising experience: of such.a substantial 
character. . 

\ Very truly yours, 


DENNISON 








